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COMMERCIAL March 30, 1987 Volume XXXIII, No. 18
(Second Edition)

Primarily designed for the aspiring

radio/TV commercial producer, the sec- l
ond edition of The Radio & Television

Commercial has expanded its scope and |
depth to be a useful tool even for the sea-
soned agency executive. As a practical .
guide, it features and delineates with ex- It may be back to square one on compulsory licens-

amples the importance of copywriters' in- 1 froler
teraction with agency and client person- Ing, traﬁlelng rule repeal

R ERTINECTE I Al s S i Patrick commission in new political arena 39

the creative process.
Examples of radio and TV scripts, story-

boards, glossary of terms and commer- Hollings presence overshadows Inouye chairmanship
cial production/testing included. . F ol
232 pp. Paperback  $14.95 Fairness doctrine tops Senate unit list 42
TV/Radio Age Books Tauke, Tauzin keep working in broadcasters’ corner
1270 Ave. of the Americas -
New York, NY 10020 Markey surfaces at House unit helm 44

Enclosed please find $ for _ copies
of The Radio & Television Commercial.

Name Association sheds arrogance, changes its image
Address NAB'’s Fritts learns the hard way 48
City State __ Zip

Price includes postage.

Payment or company purchasé order must ac-
company order.

Home of programming ‘firsts’ A3
HOWE:;:} c';.r‘?:uce Diversity key to success A34
: Building national news reputation A50

TV Commercials

Television, in a remarkably short time,
has grown to become the most important

advertising medium, but until now little has Leading category advertisers 138, 144, 146

been written on how a commercial is actual-
ly made. How to Produce Etfective TV Com-
mercials is the definitive reference book
covering each step in professional detail. - - -
You willlearn how 10 produce commercials Perspectives on TV commercial zapping 145
on film or on videotape, on set or on loca-
tion, in live action or animation, and with
original or public domain music.
This book takes you right to the set on

shooting day, pointing our each member of DEPARTMENTS
the production crew and their specific job.
Then you get a detailed look at what hap-

pens after filming—that mysterious process 10 Publisher's Letter 30 Cable Report 125 Viewpoints
called editing and finishing. 12 News About News 32 Radio Report 126 Programming/
Hardbound  $29.95 14 Letters 34 Radio Business Production
_-'I_'\_I_/;R—a‘(;i;-;\_g_e;_B—(;(—);(_s ______ 18 Sidelights Barometer 131 Commercials
1270 Ave. of the Americas 22 Tele-Scope 117 Spot Report 134 Wall Street
New York, NY 10020 [ 26 TV Business 121 Buyer's Opiniont Report
E‘“C'o'seg ‘5d$ o g (oPles 0: Barometer 123 Media 149 In the Picture
R B R 28 International Professionals 153 Inside the FCC
Name
Report
Address
City . State Zip
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1270 Avenue of the Americus, New York, NY 10020,
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Order must be accompanied by Check or company
purchase order
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Le Parc offers you a great luxury suite
even when your budget affords
a good hotel room.

t Le Parc Hotel we
believe in business.
And good value is good
business. All 154 luxury
suites at Le Parc come
equipped with multi-lined
telephone systems. Each
suite provides for a com-
fortable conversation/
entertainment center
separate from the sleeping area. And, if your in-suite fdcnlmes snll aren'
sufficient for your company, our conference rooms and multi-lingual staff
are there to run things your way.
We also believe in relaxation. That's where the rooftop tennis court
comes in, and the swimming pool, the spa, the é,ym the pnvat(
memms  restaurant/bar and the
in-suite gourmet food
Service.
ood business also
dictates a good
location. Ours 1s excel-
lent: a quiet residential
street at Melrose and
La Cienega, imme-
diately adjacent to
Beverly H:lls The recording, movie and design
industries are our neighbors and downtown is
only 20 minutes away.
e Parc is a member of LErmitage
Hotels. Our flagship Beverly Hills hotel,
L' Ermitage, is the only all-suite Five Star, Five
Diamond hotel in America. R MITAGE HOTELS, 800-424-4443
All five LErmitage hotels ’
are intimate, luxury, all-
suite hotels and share the
L'Ermitage standards of

p ’m 5 ~of
MONDRIAN E&%‘b

quality and service. BEL AGE
Conracr your travel agent [ ppape 'ERMITAGE LE DUFY
or call us directly. You'll

find out how comfortable
good business can really be.

A Collection of Originals.”

Outside the USA and Canada Telex 4955516 | EGG

6
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EVERYONE’S

[SSUING COURT
ORDERS.

This year, all the top stations are putting their orders in
torenew “Divorce Court”—the break-through drama
that keeps getting stronger year after year.

In its fourth powerful season, “Divorce Court” brings
its unbeatable ratings success to any time period.

Call your Blair Entertainment representative today.
And win the case for ratings success.

WCBS-TV, NEW YORK - KCBS-TV,LOS ANGELES : KTVU-TV, SAN FRANCISCO - KXAS-TV, DALLAS * WUSA-TV,
WASHINGTON, D.C.- WSVN-TV, MIAMI-FT. LAUDERDALE * KMOV-TV, ST. LOUIS - KOVR-TV, SACRAMENTO-STOCKTON -

KPNX-TV, PHOENIX - WTNH-TV, HARTFORD-NEW HAVEN : KMBC-TV, KANSAS CITY * WDSU-TV, NEW ORLEANS -
WSPA-TV, GREENVILLE-SPARTANBURG-ASHEVILLE - WHTM-TV, HARRISBURG-LANCASTER-LEBN-YORK, PA -

WVEC-TV,NORFOLK - WTEN-TV, ALBANY-SCHENECTADY-TROY - WIVR-TV, RICHMOND - WDHN-TV, DOTHAN -

KMTV-TV, OMAHA - KGUN-TV, TUCSON - WFMJ-TV, YOUNGSTOWN * KXXV-TV, WACO-TEMPLE -
WCSC-TV, CHARLESTON, SC-KTVE-TV, MONROE-EL DORADO - WMGT-TV, MACON - WBTW-TV, FLORENCE, SC-
WUTR-TV,UTICA - WXVT-TV, GREENWOOD-GREENVILLE - WJHG-TV, PANAMA CITY

A Blair Entertainment production in association with Storer Programs Inc.

BLAIR ENTERTAINMENT

1290 Avenue of the Americas * New York, NY 10104 « (212) 603-5990

2

41987, Blair Enterlainment
'¢ 1987, Storer Programs Inc
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Publisher’s Letter
A ———————————

Patrick’s experience will help him
understand the industry’s nuances

The old order changeth.

FCC chairman Mark Fowler moves on. Young (35) Dennis Patrick moves
in. The administrative style of the commission will certainly undergo a
transition.

Fowler followed the mandate of the administration, which is now trying
to reassert its grip on the nation’s leadership. Interestingly enough, Patrick
is extending the olive branch to the communications leaders on Capitol
Hill, as our Washington editor Howard Fields points out in the lead story
on page 39.

Patrick has already sent signals that in a changing, volatile industry such
as the broadcast business, changes of some of the traffic rules may be
necessary to avoid chaos. At the same time, the absence of government
interference remains as much a buzzword as public service.

Patrick has already declared himself to be opposed to the compulsory
license, feeling that the cable industry enjoys an unfair advantage as a
result of the 1976 copyright act. He also understands the issues involved in
syndicated exclusivity.

But since the FCC does not have the authority to do away with the
compulsory license, he has asked Congress to do so. At the same time, he
and his fellow commissioners will approve a study of the issue, and to take
another look at the syndication exclusivity regulation which was repealed
in the FCC in 1980.

Patrick comes to the FCC with four years of experience on the commis-
sion, which his predecessor did not have. As a result he understands many
of the sophisticated nuances of the broadcast business that only experience
imparts.

Knows syndication. The new chairman has a knowledgeable perspective of
the syndication business. He understands the viability of syndication, and
its importance in the marketplace. According to a TV/RADIO AGE survey
last January, syndication is now a $1.3 billion business. Next year, this
figure is expected to increase to almost $2 billion. Therefore, any regulatory
issue involving syndication is a major one, whether it be the financial
interest rule, primetime access or exclusivity. Dennis fully understands
this. He knows he needs the cooperation of the Congress. He also needs the
support of the other commissioners as well as the underpinnings of the
Mass Media Bureau.

From a regulatory standpoint this may well be the most important
commission that has sat in Washington in several years. As in any govern-
ment bureau, the pendulum is always in motion. As Commissioner Mimi
Dawson has said, the FCC must sit down and “refashion new rules for
general application.” It will be an interesting few years at 1919 M Street.

St

Television/Radio Age, March 30, 1987
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IT’'S HOT, IT’S NOW,
IT’S HERE AND IT’S A
FIRM FIRMGOFORFALL '87.

#H? stations who have joined our
m1he past few weeks include. . .

City -Station

Statpn

~ KABCTV | New Orleans WVUE-TV
S 0 WBBM Vv Greenville-Spartanburg WSPA-TV
s KGO v Asheville
. W‘KB[?JV ; Oklahoma City KAUT-TV
Raleigh-Durham WIVD-TV
KATV-TV
Little Rock-Pine Bluff KRLR-TV
Las Vegas WTOC-TV
Savannah WTSG-TV
Abbany, Ga. WLBMIV
Meridan

deqrances call Michael Weiser (212) 603-5954.
M call Howard Levy {212) 603-5950. ’

AIR ENTERTAINMENT

t. ‘ ‘ 0 A end@ of the Americas ® New York, NY 10104 *{212) 603-5992
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courage.

N '

toofartogowhenyoutre

The cold, harsh waters of the
English Channel welcome no one,
especially the weak of heart.

The channel has not been kind
to those who've tried to conquer it.
For months, a graduate student at
Philadelphia’s Temple University,
paraplegic Jim McGowen trained for
and dreamt of that challenge.

His heart was brave.

And although the waters even-
tually won, Jim’s desire remains on
the shore to welcome the cour-
ageous who follow.

Jim McGowen's story was
important to all. That's why KYW-
TV’s Eyewitness News was there.

GROUP

KYW-TV3 W

.4
orv.coms
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News about news...News about news...News

out news. . .News about news. ..News about ne

TV news dominance accelerating: Roper

Television’s dominance as a news me-
dium has accelerated since 1984 to the
point where half of the American pub-
lic cite TV as their only source of
news—and only 16 per cent say they
use more than one source. This came to
light in a new public opinion poll by the
Roper Organization for the Television
Information Office. Highlights of the
findings were scheduled to be present-
ed Sunday (March 29) by TIO director
Robert Mulholland at the National As-
sociation of Broadcasters convention in
Dallas.

The gap between TV and newspa-
pers as an information source is
the largest since TIO began con-
ducting surveys in 1959, according
to Robert Mullholland, TIO direc-
tor.

The survey was based on approxi-
mately 2,000 personal interviews con-
ducted nationwide with a cross-section
of the population aged 18 and over. A
similar survey in 1984 showed 46 per
cent of the population getting their
news from TV alone. Two decades ago,
46 per cent of Americans, vs. today’s 16

per cent, got their news from more than
one source, according to Mulholland.

Sixty-six per cent of those surveyed
recently told Roper they rely mainly on
TV for most of their news, while 36 per
cent said newspapers and 14 per cent
listed radio. Multiple answers were ac-
cepted. Mulholland pointed out that
the 30-point margin between TV and
newspapers is the largest since Roper
began conducting the TIO surveys in
1959.

Credibility. A greater percentage than
ever, 55 per cent, cited TV as the most
credible news medium. Newspapers
were second with 21 per cent, maga-
zines were listed by 7 per cent, radio by
6 per cent, and 12 per cent answered
“don’t know.”

Where newspapers historically have
been relied on most for local election
coverage, the recent survey gave TV a
decisive lead—43 per cent to 33 per
cent. And for seven of 10 other differ-
ent types of local news, most people

" said they relied most on TV. The most

decisive of these for TV was weather, 77
per cent, compared with 17 per cent for
radio and 8 per cent for newspapers.
Newspapers were ahead of TV for
economic/business news, information
for minorities and entertainment
events—the latter 50 per cent against
TV’s 27 per cent and radio’s 13. Asked

. about the attributes of local TV news

reporters, respondents leaned heavily

' toward the postive ones, such as: hard-

working, 47 per cent; professional, 46
per cent; intelligent, 42; enthusiastic,
38; and fair/balanced reporting, 37.
The most heavily mentioned negative
characteristic was insensitive to peo-
ple’s feelings, 21 per cent; followed by
too sensational, 19 per cent; biased, 16;
too aggressive, 12; and not well in-
formed, 9.

Early a.m. news to bow on Univision/SIN

The newest network entry into the ear-
ly morning news competition is an His-
panic language newscast from the Un-
ivision-Spanish International Net-
work. Called Noticiero Univision-
Edicibn Matutina (Univision News
Morning Edition), it will premiere
April 6, airing weekdays from 7-7:30
a.m. EST over the web’s 409 satellite-
interconnected affiliates.

Anchors will be Jocelyne de Carde-
nas and José Gray. e Cardenas is the
regular host on Mundo Latino, a news/

12

talk program on the network. Gray has
been a Univision correspondent in New
York.

The program will be broadcast from
Miami with feeds emanating from Un-
ivision’s news bureaus, located in Los
Angeles, New York, Washington, San
Antonio, San Salvador, London and
Madrid.

Another new program, to bow on
April 6 is Ahora (Now), a 4Y,-hour news
magazine, to air from 7:30 a.m.~noon
EST.

Changing perception

In the current economic climate, radio
news directors should think about how
they market themselves. That, essen-
tially, was the message delivered re-
cently by Jim Farley, vice president,
NBC Radio News, at a joint Radio-
Television News Directors Associa-
tion/Syracuse University conference.
Speaking about the potential resur-
gence of AM radio, Farley said the keys
to an AM comeback are, “news, infor-
mation, sports, talk and personality ra-

NBC’s Jim Farley: “We’ve got to
make the new station owners
realize that the news people are
unrealized assets, not liabilities
awaiting the budget ax.”

dio.” Then, he offered some advice to
his audience. “Today, you may call
yourself a news director. Perhaps to-
morrow you should call yourself a pro-
grammer. . .an information program-
mer, but a programmer, nonetheless.

“Sure you’re proud to be a news dir-
ector,” he continued, “and so am 1. In
fact, when we have openings at NBC
Radio News, we invariably look for suc-
cessful news directors. But there are a
lot of new people in our industry, rang-
ing from sleazy speculators to hungry
entrepreneurs to ethical businesspeo-
ple who are just new to the business
and who do not necessarily share the
same values that you and I do. News
people and news directors, in particu-
lar, represent the finest intellectual
firepower at most radio stations.

“We've got to make the new station
owners realize that the news people are
unrealized assets, not liabilities await-
ing the budget ax,” he emphasized.
“Market yourself as an information
programmer—first, because it accu-
rately describes what you do, and, sec-
ond, because it seems to be more im-
pressive in the minds of station owners,
than the term you and | revere—news
director.”

WwWWwWWwW.americanradiohistorv.com
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Advertising is the art of persuasion. And at WRTV/
Indianapolis, we've been persuading radio and
newspaper advertisers to tune into our channel.

How? Our Vendor Support Marketing Program.
With this innovative program, we understand the
vendors’ needs, and offer them a more effective and
efficient media buy for their dollar. For many; it's
their first time ever using “expensive TV." The results
have been extraordinary— 20 new accounts in the
last year, alone.

The success feels great. Like our recognition for
excellence in programming, community leadership
and news. We won best newscast in the state (AP/
UPI), and in the entire midwest (UP!).

About our sister stations? They're all on the same
channel. Broadcasting excellence.

McGraw-Hill Broadcasting.
Broadcasting Our Commitment.

N

40
KMGH-TV Denver WRTV .ndionopolis  KGTY Son Diego  KERO-TV Bokersfield .ln .
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Silver Spoons...a

Performance
You bet! A Top 10
comedy-Households-
Women 18-49-Teens-Kids
and #11 in Men 18-49.

Flexibility
You've got it! A time
FPES period winner in key
A =Wl dayparts—Early Fringe-

ISR Access-Weekend.

Silver
The high

www americanradiohistorv com
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‘proven commodity;

Compatibility
A smooth fit! Perfect
lead-in or lead-out

j for all program genres.
1 Look what we did for
==l KTLAS checkerboard.

Confidence
fRest easy! Another off-

‘all-time champ. No one
serves your needs better.

Spoons

Fyleld winner. COLUMBIA/EMBASSY TELEVISION
A unit of (46l Jelevisien

We make America laugh.

www americanradiohistorv com
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Sidelights

Engineering honor

Renville H. McMann, Jr., who was cho-
sen to receive the Engineering Achieve-
ment Award of the National Associa-
tion of Broadcasters has been close to
the leading edge of broadcast technol-
ogy from the very beginning of his ca-
reer. In fact, he began his career work-
ing for Maj. Edwin H. Armstrong, the
inventor of FM. Since that time, he’s
been awarded three Emmys and 37
patents related to broadcast engineer-
ing, including such key developments
as the first “minicam” and a compati-
ble high definition TV transmission
system.

McMann spent much of his career
working for CBS. In 1955, he joined
CBS Laboratories, which later became
the CBS Technology Center and which
was recently shuttered and the proper-
ty sold to Walden Books. When the em-
inent Dr. Peter Goldmark retired as
president of the labs in 1972, McMann
succeeded him. He moved to Thomson-
CSF in 1975 as president, but rejoined
CBS five years ago as vice president,
advanced television research.

Renville H. McMann, Jr., is “qua-
si-retired”, but is involved with
“some TV projects” and FMX, the
noise reduction system developed
for stereo i'M.

Now 59, McMann is “quasi-retired”
but is involved with “some TV projects”
and FMX, the noise-reduction system
developed for stereo 'M. The noise-re-
duction system, invented by Emil Tor-
ick, also formerly of the CBS tech cen-
ter, and Tom Keller, senior vice presi-
dent science and technology, at the
National Association of Broadcasters is
now heing debugged.

While there have heen stories in the
trade press about problems with FMX,

18

McMann says that the problems have
been licked. These revolved around
multi-path distortion and noise in non-
FMX FMreceivers (FMX is compatihle
with existing FM receivers). McMann is
a consultant on FMX matters and one
of the investors in the product, which
will be funded by CBS, the NAB and
some other outside investors.

Also receiving McMann's attention
these days is HDTV. He played a lead-
ing role in the development of a CBS
high-definition system that was an in-
tegral part of the company’s DBS appli-
cation. The original description of the
system in the DBS application was
vague about many HDTV aspects, but
in September, 1983, McMann and two
colleagues at the tech center described
it in some detail at a meeting of the
Institute of Electrical and Electronic
Engineers’ Broadcast Group (see TV/
RADIO AGE, November 21, 1983).

In being part of a DBS service, the
CBS HDTV version was a transmission
system—as opposed to a production
system, such as the Japanese 1,125-line
system, which CBS still supports. The
CBS proposal for HDTV was a 1,050-
line, two-channel satellite system, one
channel being a “compatible” channel,
the other being an “augmentation”
channel. The first channel would be re-
ceivable by a standard TV, 525-line set
(with converter), the first and second
with a 1,050-line HDTV/DBS receiver.
There was also provision for an “en-
hanced,” 525-line picture, requiring a
special DBS receiver, since the compati-
ble channel was transmitted via a time-
multiplexed component signal (as was
the augmentation channel), thus pro-
viding better color rendition.

CBS continued to work on the sys-
tem and McMann says that the compa-
ny was ready to spend a considerable
sum on perfecting it before the expen-
sive “buy-back” of CBS stock following
Ted Turner’s acquisition threat.

Chairs HDTV subgroup. McMann is in-
timately involved in HDTV currently as
he chairs the HDTV subgroup of the
Advanced Television Systems Com-
mittee. Whatever the result of broad-
caster efforts to keep broadcast HDTV
alive via the allocation of UHF chan-
nels, McMann leels that eventually
HDTV will make it in the broadcast
realm, rather than through a closed
system, such as cassettes. “I wouldn’t
buy a $2-3,000 set and then get my
programming at a video store. I'd want
it over-the-air, free.” He believes
broadcast DTV will be kicked off in
bars. “Once one bar gets it, they’ll all
get it.”

In the meantime, he says, his ATSC
subgroup, working with SMPTE on a
production standard, is “starting” to
assume that, despite the eflorts of Bu-

ropeans to develop a compatible HDTV
system (compatible with their 50-field
standard), the 1,125-line system will
hecome the de facto production stan-
dard. As for a transmission standard,
the suhgroup is studying three differ-
ent possihilities: (1) the Japanese
MUSE system, which squeezes the
1,125-line system down from 30 to 8-9
MHz of bandwidth; (2) the compatible
system developed by Dr. William E.
Glenn of the New York Institute of
Technology, which supplements the 6
MHz NTSC signal with additional mate-
rial on a separate 3 MHz channel to
form an HDTV picture in. the home
(with a TV set frame store, as in the
MUSE transmission) and (3) a system
developed by the Delray Group, a high-
tech R&D venture, which McMann
says, is a system ‘“vaguely related to
MUSE.”

Minicam role. Among McMann’s proud-
est accomplishments is the develop-
ment of the minicam back in the late
’60s. He notes that CBS was the first to
develop a true miniature camera. The
portahle, which still weighed around 40
pounds, McMann recalls, employed
digital controls and Plumbicon tubes.

‘It became the Philips PCP-90, won an

Emmy and was used during the '68 po-
litical conventions.

McMann also earned a patent for a
sequential color camera with scan con-
verter used to bring back pictures from
the moon. The prototype was built for
NASA, and the cameras were manufac-
tured by RCA and Westinghouse.

The former CBS engineering execu-
tive holds a number of patents related
to signal processing, including audio
processing, color TV processing, image
enhancement, digital noise reduction
for TV and a color corrector for TV cam-
eras. The noise reduction and color cor-
recting circuits also won him Emmys.

Radio Hall of Fame

ABC newsman Robert Trout, semi-re-
tired and living in Madrid, Spain,
doesn’t make many personal appear-
ances in the U.S. these days. But he’s
expected in Dallas today (March 30)
for induction into the National Associ-
ation of Broadcasters’ Radio Hall of
Fame. The Hall will also honor the late
Gordon McLendon and Robert Todd
Storz, both of whom were instrumental
in developing the top 40 format.
Trout, a veteran of all three net-
works, has been a special contributing
correspondent for ABC News since
1974, working on both the radio and TV
sides. He began his radio life in 1931 at
WSV, Mount Vernon Hills, Va. (to be-
come wTOP Washington), and spent
mosl ol his career at CBS. He's covered

www americanradiohistorv com
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McLendon

every presidential election and nomi-
nating convention since 1936—includ-
ing co-anchoring TV coverage in 1964
with Roger Mudd; introduced Presi-
dent Roosevelt’s “fireside chats,” (even
inventing that phrase itself); and cov-
ered the coronation of King George VI
and the London blitz. Last July, Trout
came to New York as part of the ABC
team for Liberty Weekend. He thus be-
came one of the few journalists to cover
both the 50th and 100th birthdays of
the Statue of Liberty.

Trout, who has most recently report-
ed for ABC at the America’s Cup and
during an ensuing Asian trip, told TV/
- lRADIO AGE from Spain that recent
staff cuts at his alma mater CBS ap-
pear “pretty disastrous.” He called the
firing of Ike Pappas a “terrible thing”
and noted sadly that George Herman
“sort of left without much fanfare”
during an earlier round of budget cuts.

Trout said the networks once consid-
ered it their obligation to inform the
public, and blames FCC deregulation
for the current situation. But he sees a
bright note in local stations now “send-
ing out teams to do things the networks
would have balked at.” While in Hong
Kong, for instance, he saw wSB-TV At-
lanta making a documentary.

Competing with Tv. Storz’s Mid-Conti-
nent Broadcasting Co. began playing
mostly popular music on KOWH Oma-
ha in 1949. He said he wanted to find a
formula that would succeed in compe-
tition with network radio and the new
television medium.

McLendon, meanwhile, honed that
formula into perfection with his Liber-
ty Broadcasting System, a cooperative
network which paid a fixed monthly fee
to 458 stations. By the 1960s, he also
owned the country’s largest chain of
independent radio stations.

McLendon is also known as an inno-
vator in play-by-play sports broad-
casts and is credited with such firsts as
production intros to newscasts, wide
use of mobile news units and rating-
based pay for disc jockeys.

‘L.A. Law’ contingent holds court

Nobody revealed the secret of the Ve-
nus Butterfly, but a sold-out crowd did
get to see a repeat of the episode cen-
tering around the fabled sexual tech-
nique at the recent L.A. Law section of
The Museum of Broadcasting’s 4th An-
nual Television Festival in Los Ange-
les.

Appearing before a sold-out crowd
that turned out for a panel discussion
at the County Museum of Art despite
unseasonable rain were the show’s co-
creators Steven Bochco and Terry Lou-
ise Fisher, co-executive producer Greg-
ory Hoblit, and actors Richard Dysart,
Jill Eikenberry, Harry Hamlin and Mi-
chael Tucker. Susan Dey, to the audi-
ble disappointment of a few broken-
hearted audience members, was no-
where in sight.

But the low-key Bochco and his col-
leagues gave an adoring audience, who
seemed to preface every question with,

“I don’t usually watch much TV
but...” their money’s worth.

“I write all the sensitive stuff, and
Terry does all the stuff about bestiali-
ty,” Bochco offered in response to a
representative question about how he
makes his sensitive characters so very,
er, sensitive and empathetic.

“You find that if you go out to dinner
with one of the writers, and tell them
something about your personal life,
you're very likely to find it in an epi-
sode of the show,” Eikenberry said.
Her husband and co-star Tucker added
jokingly, “One time Jill and I had din-
ner with Steven—I think it was in New
York—and we described this wonder-
ful sexual technique. ..”

In a more serious vein, Bochco esti-
mated the show costs about $1.5 mil-
lion an episode, which he described as
“moderately priced” by today’s net-
work television standards.

BPME retrospective ‘swap and exchange’

Following in the wake of NATPE In-
ternational, though for different rea-
sons, the Broadcast Promotion and
Marketing Executives organization
will move its headquarters to Los An-
geles in January.

This was revealed two weeks ago
(March 16) by BPME president Judy
Horan at a preview of a three-week ret-
rospective of broadcast promotion ma-
terials held at the Museum of Broad-
casting in New York. The retrospective
signaled the beginning of a “swap and
exchange’ relationship between
BPME and the museum, by which both
parties can take advantage of each oth-
er’s pool of material. However, the
BPME’s broadcast promotion matter
at the retrospective, which covers print
as well as on-air promos and were do-
nated by the organization, represent
the first time the museum has acquired
such materials.

The new relationship between the
two organizations provides for an an-
nual retrospective and continuing do-
nations of promotion material to the

‘N

Shown at BPME retrospective at the Museum of Broadcasting is, l. to r.,

museum’s collection. Also announced
at the preview was the creation of the
post of fulltime executive director. The
BPME's administrative chores are cur-
rently being handled by Pat Evans in
Lancaster, Pa., but Evans will retire in
January. A search for someone to fill
the new post is now going on.

The preview featured a film covering
the history of broadcast promotion, in-
cluding historically interesting spots
and 15 years of TV network fall promos;
the film was produced by Lynne Grasz
of the Television Information Office.
Appearing in person at the event was
the “world’s first” broadcast promo-
tion director, 92-year-old Leo Rosen-
berg. He was the man who announced
the Harding-Cox election returns on
Westinghouse’s KDKA Pittsburgh, an
event now commonly described as the
beginning of radio programming. Ro- |
senberg is credited with inventing the
title of promotion manager for radio
stations and kicked off the profession
by plugging Westinghouse products on
the air.

Judy Horan, organization president, promotion pioneer Leo Rosenberg

and TIO’s Lynne Grasz.
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|‘Our goal is to be the number one television station in Chicago. The Cosby Show

will make a great contribution toward that objective.”
Al Devaney, Vice President and General Manager, WFLD-T, Chicago
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Tele-scope

New York 0&0s don’t rule
out ESPN foothall carriage

Could New York Giants and Jets games in ESPN’s
new Sunday night NFL package end up on one of
New York’s network 0&0s? It’s not impossible.

Although the ESPN/NFL contract requires affect-
ed games to be offered to broadcasters in participat-
ing teams’ markets, whichever syndicator gets select-
ed to sell the games may find New York indies effec-
tively out of the picture. According to ESPN
" president and chief executive officer Bill Grimes, the
contract specifically prohibits the games from being
sold to cable superstations. That eliminates both
WOR-TV and WPIX(TV). And a spokesperson for Fox’s
WNYW(TV) declares, ‘“We are not interested. It’s in
conflict with the Fox primetime shows.”

Since network-owned stations are not known for
preempting entire lineups of their parents’ program-
ming, Grimes suggests that public television might be
the right place for NFL games in the Big Apple. But
a spokesperson for WNET(TV), the local PBS affiliate,
echoes WNYW: “It’s not likely we would preempt our
Sunday night lineup for this.”

Noncommiittal. Perhaps the unthinkable is possible,
after all None of the network-owned stations in New
York, when questioned by TV/RADIO AGE, were as
protective as WNYW and WNET of their Sunday night
national programming. Rather than flatly rejecting
the idea of carrying the NFL games, network owned
stations say enough information wasn'’t in yet to
reach a decision. A WCBS-TV spokesperson, for in-
stance, says, “We would take a look at it.” And a
WNBC-TV spokesperson says, ‘“We really have not
gotten the details, and we haven’t examined the in-
formation yet.”

If, however, all the network-owned stations decide
against carrying the games, there’s at least one New
York channel that might jump at the opportunity.
WNYC-TV, the city-owned public station with a com-
mercial license, came to the rescue recently when all
the other stations passed on carrying a St. John’s
University NCAA Tournament basketball game, and
a station spokesperson says of the NFL: “There’s cer-
tainly an audience for this. We’d certainly be inter-
ested in providing that service to New Yorkers.”

Negotiations at Blair

At presstime, a group headed by James H. Rosen-
field, former senior executive vice president of the
CBS/Broadcast Group, was in ‘“‘serious negotiations
to acquire John Blair & Co.’s Blair Television and
Blair Entertainment divisions from Reliance Capital
Corp.

The group, called JHR Acquisition Corp., also in-
cludes Burton Marcus, former vice president and

general counsel of Columbia Pictures Industries, Inc.
Among major investors: Saratoga Partners, L.P., an
investment partnership managed by Dillon, Read &
Co., Inc., and Washington National Investment Co.,
an affiliate of Sifcorp. Debt financing is said to be
coming from a major insurance firm.

Fowler’s plans

He didn’t mean to, but Albert “Bert” Halprin, Mark
Fowler’s post-FCC partner divulged a lot of what the
Federal Communications Commission (FCC) chair-
man had wanted to keep secret. Halprin did so when
he announced his own pending departure from the
agency as its Common Carrier Bureau chief.

Fowler opened the March 19 meeting of the FCC
with a joking reference to his own “lame duck” sta-
tus, meaning that someone wasn’t taking him seri-
ously because he had announced he would be leaving
the FCC. But he has not divulged when he was leav-
ing or what he would be doing.

At a news briefing after the hearing, Halprin an-
nounced he would be leaving the commission “in a
couple of months” and later said he would remain at
the commission a month longer than Fowler, thus
confirming speculation Fowler would be leaving the
end of April or early May, probably on the sixth anni-
versary of his appointment as chairman.

Halprin also said he and Fowler would be joining
as partners in practicing law. “Mark and I have dis-
cussed exploring a range of possibilities and looking
at a range of options,” he said, adding that “both of
us are trained as lawyers. Both of us would like to be
involved in the business side of it.” When asked what
he would be doing, he explained that at the next com-
mission meeting, March 26, the agency would be

making “two major Computer I1I” decisions, which

deal with the break-up of AT&T.
Only after that, Halprin said, would he and Fowler

"begin to discuss job possibilities with persons who

have approached them. That was interpreted to
mean that the duo were seriously considering joining
a firm or organization involved in the telephone in-

dustry or its direct competition. That arrangement
‘would suit the specialties of both men, since Halprin

has no special knowledge of broadcasting issues.

Halprin tried to fuzz up the timing question later
when he realized what he had said, but by then the
secret was out.

Lorimar promotions

In a move aimed at “consolidating” its operations,
Lorimar Telepictures recently made several promo-
tions in its Domestic Television Distribution Group.
They include: Jim McGillen, to president, station
sales, from president, first-run syndication; Scott
Carlin, to president first-run syndication, from exec-
utive vice president, perennial syndication; Karl
Kuechenmeister, to president, media sales, from vice
president, media sales; and Keith Samples, to senior
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Tele-scope (continued)

vice president and general sales manager, perennial
syndication, from vice president, perennial western
sales.

There were several other personnel moves in the
company’s midwestern, eastern and western regions,
all aimed at streamlining operations. McGillen, Car-
lin and Kuechenmeister all continue to report to Dick
Robertson, a member of the company’s office of the
president. Samples and all other perennial and off-
network personnel report to McGillen; first-run per-
sonnel report to Carlin.

Columbia/Embassy moves

Columbia/Embassy Television is undergoing an over-
all restructuring under which Embassy will be re-
sponsible for all future comedy programming and Co-
lumbia will be in charge of all future drama series,
movies of the week and miniseries. As part of the
move, Barbara Corday, Columbia Pictures Television
president, has been promoted to the new position of
president and chief operating officer at Columbia/
Embassy Television. In a move said to be unrelated,
Glenn Padnick, Embassy Communications president,
will leave the company to form a film and television
company, reportedly with former Fox and Embassy
exec, Alan Horn and director-producer Rob Reiner.

In an interview, Gary Lieberthal, chairman and
chief executive officer at Columbia/Embassy Televi-
sion, says that Corday will oversee all aspects of pro-
gram development for series, specials, made-for-Tv
movies and daytime programming, as well as the pro-
duction of ongoing series. She will report directly to
Lieberthal.

The C/E restructuring, Lieberthal says, is aimed at

capitalizing on the success that Embassy has had
with comedies such as Who's the Boss?, 227, The
Facts of Life, Silver Spoons and Diff’rent Strokes,
and at improving CPT’s track record on keeping
shows on the air after they’ve been successfully sold
to the networks.

Lund to Multimedia post

Peter A. Lund, president, CBS Television Stations,
has been named president, Multimedia Entertain-
ment Co. He succeeds Mike Weinblatt, who headed
the company since 1984. Weinblatt will remain with
Multimedia as a senior executive in charge of certain
key development projects. Lund, who was named
head of the CBS 'I'v stations in 1986, had been presi-
dent, CBS Sports, since December, 1984. Lund joined
CBS as vice president, CBS-Owned AM Stations in
| 1977, and in 1979 was vice president, station services,
CBS Television Stations. In 1980, he was appointed
vice president, general manager of wCrs-1v, CBS-
owned station in New York, before joining CBS
Sports as executive vice president in April, 1984,

24

FCC clamp down

Citing what it considers a “severe problem,” especial-
ly in the startup of new UHF and FM broadcast sta-
tions, the Federal Communications Commission
(FCC) has decided to clamp down on “a fairly high
failure rate of construction” due to new licensees
claiming to be financially qualified when they are
not.

The high failure rate of licensees to actually start
construction on their station once they are given the
license has been a result, the commission feels, of
previous deregulatory action to relieve the paperwork
on applicants and let them check a box on the appli-
cation that states they are financially qualified to
start one.

Arbitron gains a client

While Arbitron lost out to Nielsen in the battle to
win the meter service laurels in Hartford-New Ha-
ven, it gained, at least, a diary service client. The new
subscriber is Post-Newsweek’s WFSB-TV, which, un-
like the other affiliates in the market, who subscribed
subscriber is Post-Newsweek’s WFSB(TV), which, un-
like the other affiliates in the market, who subscribed
to both diary services, has for the past four years sub-
scribed only to Nielsen. When Nielsen starts its me-
ter service in the market next July, all three affiliates
in the market, including Viacom’s wvIT(TV) and
WTNH-TV, will be relying solely on the Arbitron diary
service, having rejected the meter. Three of the mar-
ket’s four indies have subscribed to the Nielsen meter
service.

Barry Barth, vice president and general manager of
WFSB-TV, says Nielsen’s 400 metered households
won’t be enough to accurately measure Hartford-
New Haven. “The market is a dual metro, with the
highest cable penetration in the country among top
50 markets,” Barth notes. He also points out that
viewing is also fractionalized, by New York and Bos-
ton stations capturing portions of the audience.

[Top 10 web TV clients, January

Estimated

Parent company expenditures
Procter & Gamble $37,707,600
Philip Morris Cos. 28,599,500
General Motors 26,603,700
Johnson & Johnson 19,763,700
Anheuser-Busch Cos. 19,511,900
Unilever 19,319,800
American Home Products 18,739,300
Chrysler 16,801,400
McDonalds 15,928,400
RJR Nabisco 15,501,700

Copyright 1986, BAR.
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‘REPLAYS  "WOMEN

should replace referees!M ‘ in sports? Who cares?f

H Yeah? Tell it to the ? # Take it up with

@H 3% &Y

The only thing Americans like more than Sports is Each week Bob Trumpy will host two sports

arguing about Sports. From the guys in the personalities, each holding
neighborhaod saloon to the guys in the booth, an opposing view on a !
everyone's an expert. subject that’s got the fans hot: |

drug testing, salaries for
Now, SPORTS PROS...& CONS gives the sports athletes, violence on the field.
pros ... the writers & stars... as well as the fans, a
chance to take a stand on the controversial issues When these opposites collide,
of the day; the explosion is SPORTS
PROS...& CONS. And it will |
Shot in front of a live audience of vocal fans & sports knock the audience for a loop! |
writers, featuring knowledgeable experts, you can
expect it to be electric ... humorous... intense... 22 weeks, hosted and
and volatile. refereed by Bob Trumpy.

SPORTS PROS..& CONS

Where the fans and the hot-shots get off their best shots

Already cleared and premiering April 4 by:
NBC 0&O’s, Group W, McGraw-Hill, Post-Newsweek, King Broadcasting, Lin Broadcasting

To add your market, contact SFM Entertainment
1180 Avenue of the Americas New York, New York 10036 (212) 790-4800
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TV Business Barometer

Local TV sales
edge up 6.1%

Local TV time sales patterns in
January were no different than
those of spot (see TV Business
Barometer, March 16)—both be-
ing in the medium single-digit
neighborhood. While national spot
edged up 5.7 per cent during the
first month of this year, local busi-
ness inched forward 6.1 per cent.

As in the case of spot, in review-
ing the slow upward movement in
January, analysts must take into
account the strong base of Janu-
ary, 1986. Last year, local business
in January was up 13.7 per cent (it
was up 16.4 per cent for spot).

Local billings in January of this
year amounted to $320.5 million,
vs. $302.1 million during January,
’86. The local volume was almost
$45 million under the January
spot total. Or, putting it another
way, spot time sales came to 13.8
per cent more than local.

This is a bigger spread than the
overall picture shows. Last year,
spot was only 5.7 per cent ahead of
local business, the actual figures
being $5,573.6 million for spot and
$5,274.5 million for local. It would
not occasion great surprise if local
billings topped those of spot this
year, though straightforward pro-
jections, based on Business Ba-
rometer trends, indicate that
event will not take place until
1989 (see Dick Gideon Enterprises
projections through 1992 in the
January 5 issue of TV/RADIO
AGE).

Interestingly, the similarity of
spot and local growth patterns
during this January and last is not
typical. A review of January in-
creases during the seven years pre-
vious to 1986 shows big differences
between spot and local growth ev-
ery year. To pick some of the more
dramatic examples: 1985—spot,
down 0.1 per cent; local, up 12.6
per cent; 1982—spot up 25.3 per

spot up 6.1 per cent; local up 19.7
per cent.

The smaller stations (under $7
million in annual revenues) per-
formed best in local business in
January among the three financial
brackets. And while this may not
be indicative of the future months
this year, it is worth pointing out
that last year the smaller stations
showed the worst performance (in
terms of the number of months in
which they showed the highest
percentage increase).

While the consensus is that local
television will grow faster than
spot this year (say, up 10 vs. up 7
per cent), just as significant is
where the money is coming from.
One of the most interesting figures
on local ad investments as shown
by TvB/BAR data for 1986 is the
rise of advertising by professional
services.

Meanwhile network compensa-
tion started off the year on the
wrong foot with a miniscule de-
cline—down 0.3 per cent to $34.8
million. Network comp was up a
mere 1.8 per cent last year to a to-
tal of $454 million,

January

Local

business +6.1%

(millions)

1986: $302.1 1987: $320.5

Changes by annual station revenue

Under $7 million .......... +11.1%

$7-15million ............. +8.5%

$15millionup .......... ... +5.2%

Network

compensation —0.3%
. (millions)

1986: $34.9 1987: $34.8%

Changes by annual station revenue
Under $7 million . .......... +0.5%
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BLAIR. ONLY BLAIR. g8

Television

WGBA-TVand WLAX-TV: Family Broadcasting for Wisconsin.
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International Report

London

British Telecom signs
transponder deal; BSB
looks to late "89 launch

Significant moves in the Eu-
ropean satellite television
market were announced this
month.

British Telecom, one of
the world’s largest telecom
operators, which already has
a monopoly on uplinking
seven U.K.-based satellite
' channels and manages Euro-
pean distribution of Cable
News Network, has signed
agreements to lease a total of
19 transponders on two me-
dium-power satellites: eight
on the European satellite
consortium, Eutolsat’s ECS-
2 bird due to be launched

late in 1989; and 11 of the 16
transponders on Astra, the
satellite owned by private
Luxembourg company So-
ciété Européenne des Satel-
lites (SES), due to be
launched in 1988. Anthony
Booth, managing director of
British Telecom Interna-
tional, says, “We are seeking
to secure the future of U.K.
television programs distrib-
uted by satellite into Euro-
pe.” The greater power of
both satellites should allow
direct reception by individ-
uals using dishes as small as
60 cm in diameter, says BT.

International role. BT,
which was privatized in

1984, plays a major role in

the international telecom-
munications network. It is
jointly the largest share-
holder in Eutelsat, and sec-
ond largest shareholder in
Intelsat. Its 1985/86 reve-
nues were $12.8 billion.

It is likely that one of As-
tra’s transponders will he
used by BT’s Home Video
Channel, recently merged
with Robert Maxwell’s mov-
ie channel, Premiere, to of-
fer, in the words of Premiere
chief executive Andy Bir-
chall, “the best possible
movie channel combina-
tion.” Each company holds
30 per cent equity, while
U.S. partners, Rupert Mur-
doch’s Twentieth Century

28

Fox, Columbia Pictures,
Home Box Office and Show-
time/The Movie Channel,
are taking 10 per cent each.

BT’s support is important
to SES, which still has not
reached agreement with all
Eutelsat member countries
on uplinking Astra satellite
signals. Eutelsat is con-
cerned that Luxembourg,
one of its members, is creat-
ing competition for its ECS
satellites by allowing SES to
use the country’s satellite
frequencies and orbital posi-
tions. With the influential
BT as an associate, it is like-
ly that SES will have less
difficulty persuading Euro-
pean PTTs to agree to
uplink Astra clients.

Launch. Meanwhile Com-
sat, the U.S. representative
of Intelsat, is believed to
have offered an August, 1989,
launch date to British Satel-
lite Broadcasting (BSB), the
consortium which will oper-
ate Britain’s direct broad-
cast satellite. BSB originally
planned to begin broadcast-
ing in 1990. With Astra
starting up in 1988, and like-
ly to be providing some com-
petition for BSB within the
UK. with its English-lan-
guage channels, an earlier
launch date must seem at-
tractive to BSB.

The consortium, whose
members include Granada
Television and the Virgin
Group, is expected to award
the satellite contract by the
end of April, by which time
it hopes to have raised $192
million (U.S.) in addition to
the $128 million already in-
vested to finance the con-
tract. The Bond Corp. of
Australia, originally a mem-
ber of one of the rival con-
sortiums hidding to run the
DBS venture, reporiedly has
agreed in principle 1o invest
$48 million in BSB.

Anglovision weighs
added programmers;
Bonan backs out

Future plans for Anglovision
are up in the air al the mo-
ment while NBC (U.S.) con-
siders offers made by other

U.S. broadcasters and cable
operators to participate in
the service. It is unlikely
that any decision about Ang-
lovision’s future will be
made for the next few
months.

NBC, American Express
and the Irish newspaper
group Independent Newspa-
pers of Ireland each have a
30 per cent stake in the pro-
ject, which envisions satel-
liting the major NBC news-
casts and news-related pro-
grams, such as Today, to
European hotels. Observers
now believe, however, that it
is questionable whether the
project actually will get off
the ground in its original
concept. They point out
that, unless it offers a genu-
inely attractive alternative
to one of the services already
being received in the large
hotels which cater to Ameri-
cans, there certainly is no re-
quirement for just another
U.S.-oriented channel.

In a related development,
Charles Bonan, formerly
head of CNN Europe, who
was to oversee Anglovision,
now will not. He could not
reach an agreement with

NBC.

Hamburg

West German states
agree on contract on
broadcast operation

After four years of arguing
and 16 high level meetings,
the leaders of West Germa-
ny’s 11 federal states have at
last agreed on a contract
covering broadcasting in the
country. Before the contract
can become law, however,
the 11 parliaments them-
selves must agree to the pro-
posals.

While the agreement cov-
ers all aspects of broadcast-
ing, discussions have fo-

cused on who will operate

the four channels on West
Germany'’s direct broadcast
satellite, TVSatl, due to be
launched this fall.

Social Democrat-con-

trolled states, which object

to commercial television in
general, are concerned that
powerful right-wing groups
operating private channels
would have a detrimental ef-
fect on public broadcasting.

Supporters of commercial
TV, however, argue that
there are too many restric-
tions on advertising and on
who owns private channels.
They point out that the pub-
lic channels, partly financed
by advertising, also get addi-
tional revenue from license
fees and reach viewers
throughout the country.

The 11 state heads have
probably come as close as
possible to keeping everyone
reasonably happy. Public
broadcasters, ZDF and
ARD, will get one transpon-
der each on TVSat1. The re-
maining two transponders
have been awarded to two
groups, one comprising the
northern states and one the
southern states, leaving
them to choose their own op-
erators. Since both groups
are dominated by Conserva-
tive (Christian Democrat)
states, a third group of So-
cial Democrat states in the
west has been granted a
transponder on the second
DBS satellite, TVSat2, likely
to be launched in two or
three years.

Pro-commercial groups
are holding their breath. If
the contract passes through
the regional parliaments
without a hitch, the new law
will come into éffect by the
end of the year.

Newcastle

Four letters spell end to
internationally sold
pop music series

The Tube, which by com-
mon international standards
must easily rank among the
most innovative pop music
TV series ever produced,
seems now to have gone
overboard. Unfortunately,
for the producers of the five-
year-old series, one of the co-
hosts didn’t exactly inno-

‘vate but did manage to go

several steps beyond nor-
mally accepted propriety.

In a live pre-show promo,
he used a four letter word,
the really bad one, and even
admits he almost used a sec-
ond one. The resulting furor
led to several resignations,
including that of the execu-
tive producer, and now final-
lv the cancellation of the se-
ries itsell.
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Cable Report

National Cable Month:
promotional potpourri

It’s April. Spring is here. Thoughts turn to Easter,
baseball and romance . . . but rarely to television. The
networks and local stations nap prior to May sweeps.
Reruns fill the broadcast dial. What’s a loyal viewer
to do?

Switch to cable, of course. Cable ratings normally
rise in April, but this year the upstart industry is out
to make a killing. National Cable Month has arrived.

“Think of April as the cable programmer’s sweep
month,” David Hall, vice president and general man-
ager, The Nashville Network, advised a recent Na-
tional Academy of Television Arts and Sciences lun-
cheon in New York. Besides the networks’ program-
ming breather, Hall noted, ‘“The second quarter is
the second largest in terms of advertisers’ television
expenditures. April, as the first month of the second
quarter, is a very fertile time ....”

Hall is confident National Cable Month will suc-
ceed ratings-wise because of TNN’s past experience
in celebrating its anniversary during April. “For the
past three years,” he stated, ‘‘we have loaded up our
programming schedule in April with specials and new
series debuts. And we’ve increased our promotion
and advertising budgets. Last April, TNN was the
number one-rated basic cable network in primetime
witha 1.7.”

Disparate unity. National Cable Month marks the
first time cable networks and system operators have
united in an industrywide promotional blitz. But it’s
a loose confederation, with degrees of funding and
types of promotion decided by the participants them-
selves. Just about the only constant is the “See It
Now” logo popping up all over cableland. And even
the people coordinating National Cable Month know
little about what’s taking place—especially on the
grassroots level.

“We didn’t build in a mechanism to have everyone
tell us what they’re doing,” explains Louise
Rauscher, vice president, industry communications
for the National Cable Television Association. “You
give them [participants] the tools to work with, and
then you let them run with it.”

The NCTA’s board of directors and the National
Academy of Cable Programming’s board of governors
proclaimed the coming of National Cable Month last.
August. In September, Ralph Baruch, chairman of
both Viacom International and the Cable Academy,
announced that 13 basic cable networks had commit-
ted $23.5 million toward advertising and promotion
of National Cable Month. Since then, however, no-
body has updated that dollar figure to include addi-
ttonal contributions from basic networks or any fund-
ing from pay services, MSOs, local systems or other
segments of the industry. Char Beales, NCTA vice
president for programming and marketing, says sim-
ply that “we’re still trying to figure out what every-

body’s doing.”

Turner Broadcasting System alone now says it’s
spending over $7 million on advertising and promo-
tion, including more than $100,000 in daily on-air
promotions on SuperStation WTBS and more than
$40,000 per day on CNN.

Information on local promotions is still filtering in,
Beales says. She notes that, at a recent meeting of the
Oregon Cable Operators Association, 20 operators
were planning 20 different things—one was tripling
on-air promotion, for instance; another expecting
20,000 people at a Cable Fair at the local fairgrounds;
and a third—with over 90 per cent penetration—
throwing an open house for the entire town. To help
prepare for next year’s event, Beales notes that Com-
cast president Bob Classen will chair a committee to
look at all the various ways National Cable Month
gets observed this year and at the results it brings.

Promo spots. Nationally, The Preview Network, a
new 24-hour service from Cable Promotion Network,
has produced six different official 30-second promo-
tional spots, composed of celebrity IDs contributed
from various cable networks. These have been dis-
tributed to CPN’s cable network clients and are part
of the Cabletelevision Advertising Bureau’s April
tune-in kit—which has been sent to an extra 1,000
systems in addition to its 500 regular subscribers. Be-
sides the CPN on-air spots, the kit contains logos,
tag-lines and camera-ready ads. The celebrity IDs—
in 10-second as well as 30-second versions—include
contributions from such stars as USA Network’s
Robert Klein, ESPN’s Chris Berman and HBO’s Not
Necessarily the News cast, and are being made avail-
able to all cable systems, says Beales.

Home Shopping Network has pledged to run at
least one of CPN’s promotional spots each hour dur-
ing the month on its recently acquired broadcast sta-

‘tions. This move may help mend some fences for

HSN, which has been the object of cable industry
scorn since it started buying up the stations. “They
[HSN’s executives] have an industry sense and re-
sponsibility,” reflects Beales, who sees HSN’s contri-
bution helping to get the Natjonal Cable Month mes-
sage to elusive non-subscribers.

Fellow cable networks are spending their money in
still other ways. Rock and rollers The Jets and Anne
of Green Gables star Megan Follows are touring local
markets in support of their appearances in April Dis-
ney Channel programming. Jerry Mathers, star of
SuperStation WTBS’ The New Leave It To Beaver,
will show up on tour in Florida, as Governor Bob
Martinez declares April National Cable Month.

The Weather Channel, during program breaks, will
run “salutes” to its affiliates, with system-specific
tags satellite-delivered through the same system that
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Jerry Mathers, [., and Megan Follows are on tour for

SuperStation WTBS and The Disney Channel re-
spectively during National Cable Month.

provides the network’s local forecasts.

Lifetime, whose theme is “A Month of Mother’s
Days,” will run a series of ad-supported 30-second
“Hi Mom!” spots, in which viewers send Mother’s
Day messages. Cable operators can also take the
spots’ animated elements, use their own subscribers,
and sell the time locally.

Arts & Entertainment has already held a large re-
ception at Chicago’s Ritz-Carlton to preview its April
program premieres, with Biography host Peter
Graves as special guest.

And Turner Broadcasting has set an ad blitz for its
three cable networks—WTBS, CNN and Headline
News: tune-in ads in TV Guide, newspapers, TV logs
and a variety of operator-delivered cable guides;

" “multiple pages” in People, Sports Illustrated,

Time, Forbes and Business Week; radio spots on the
NBC and Mutual networks; and outdoor advertising,

Program diversity. Back in September, the Cable
Academy promised that cable networks would offer a
“diverse lineup of special programs” during National
' Cable Month. And several of the basic networks, such
as TNN and A&E, have indeed shifted special pro-
grams and delayed series premieres to load up their
April lineups. (See Programming/Production section
for program details.) But other networks, including
the pay services, have decided to run normal sched-
ules—taking the risk of lower ratings against the
stacked decks of competitors.

An ESPN spokesperson notes, however, that “Na-
tional Cable Month doesn’t just highlight this
month’s programming. This is a way to draw atten-
tion to cable overall.” Adds ESPN president and
chief executive officer Bill Grimes: “It’s hard to
present a sport just because it’s Cable Month. We’re
sort of beholden to the seasons sports play in.”

Beales explains that the promotion’s primary ob-
jective is to increase cable viewers’ awareness of pro-
gram options and thus their viewership of cable.
| Rauscher explains that National Cable Month seeks
“to get subscribers [who may now watch only five or
six channels] to sample more programming.” The
“underpinning agenda,” she adds, is to “work togeth-
er to give visibility to programming and to get the in-
dustry used to promoting itself.” Only secondarily,
both Beales and Rauscher note, is subscriber acquisi-

tion the aim.

But acquiring new subscribers and reducing churn
are major concerns of systems and MSOs, many of
whom are using National Cable Month toward that
purpose.

At Daniels & Associates, a spokesperson says local
systems are being encouraged to direct their National
Cable Month promotions to several “key publics”:
major elected officials, who could “declare ‘National
Cable Months’ ”’; business and opinion leaders,
reachable through such methods as “leader of the

- week” newspaper ads; print media, through press re-

leases and publicity events; subscribers, partially
through four MSO-supplied 60-second PSAs which
talk about the value of cable to society; and nonsub-
scribers, who can’t help but read or otherwise hear
about everything else going on.

Daniels’ marketing departmeént, meanwhile, has
put together a sales incentive contest—themed to a
quiz about April programming—as a means of gener-
ating new business. The winning system will receive
$10,000 in cash, and three of the system’s employees
will receive trips for two—a grand prize to anywhere
Pan Am flies in the U.S,, second prize to the Caribbe-
an and third prize to Atlanta.

More sweeps. Sweepstakes, both for affiliates and
consumers, are popular National Cable Month pro-
motions. Lifetime, for instance, has “The Mother’s
Day Cruise Away Sweepstakes”; on-air announce-
ments will include sponsor mentions and an accom-
panying 30-second spot.

Tempo Television’s “Getaway* Runaway* Any-
Way-You-Can*Sweepstakes” offers four vacations
themed to the networks’ special interest program cat-
egories: a trip to Germany; a trip to a minor league
game featured on Sunday Night Baseball; a hunting
or fishing trip to Georgia; and a weekend in New
York, complete with beauty make-over. A separate
drawing for cable system employees, “Operation: Af-
filiate Appreciation,” offers four other themed prizes.

The Weather Channel is running a “Cable Call”
contest, with a grand prize of a three-day trip for two
to Atlanta. The management of the viewer’s local ca-
ble system will win the same prize. Twenty-two daily
prize winners will have their basic cable bills paid
through December.

Showtime’s pay-per-view service, Viewer’s Choice,
is awarding free cable for a year in another sweep-
stakes. The prize includes all basic and pay services
on the winner’s system plus one free showing of every
Viewer’s Choice film the system offers.

The largest sweepstakes promotion—and possibly
the most complicated—appears to be from Premium
Channels. This cable guide publisher is giving away
an $8,000 car in a sweepstakes designed to increase

. use of its new Sched-U-Lizer system. To enter, con-
- sumers must send in a “Timeshifter” rack which they

construct by cutting and folding a page included in
their guide. They are first advised, however, to use
the rack throughout the month to organize their
viewing and home taping schedules. The rack is used
in conjunction with program-specific stamps, which
can be affixed to home videocassettes after taping.
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Radio Report

Controversy simmers over
Mutual RADAR gains

While some of the agencies and other radio networks
yell “Foul!,” Bill Battison, president of Westwood
One, describes Mutual’s apparent impressive gains in
the new RADAR 34 as an unforeseen side effect of cre-
ating Mutual’s new second network, Mutual P.M.

Battison says Mutual’s people “sat down with Gale
Metzger (president, Statistical Research, Inc., which
produces RADAR) two or three months ago, and ex-
plained that we were going to build a second network,
just as ABC cloned several new networks—ABC
Rock, ABC Direction, and so on—from its original
station lineup.”

To do this, says Battison, Mutual started with its
large base of AM stations, some, with small audiences,
that are being dropped, “and to the strong affiliates
remaining, we’ll be adding stronger stations in major
markets. We've taken their 7 p.m.-midnight period,
with our strong talk shows, Larry King and Toni
Grant, and we’re going to add some more new pro-
gramming to that. Just last week we added the Lega-
cy Group’s stations in six major markets to our affili-
ate lineup, and they’ll be coming on line in April. And
this is only the beginning.”

NBC’s complaint. But Nicholas Schiavone, vice presi-
dent, radio research, at NBC, charges that deleting
that 7 p.m.-midnight period on weekdays, plus all
day Sunday from Mutual’s dayparts reported by the
new RADAR ““is highly misleading to put it mildly.
The issue is not that the new RADAR made NBC’s
networks look bad. In fact, they all did well, and
Talknet is way up. The issue is misleading research
that makes the whole radio network business look ri-
diculous. Buyers will wonder if the networks are pay-
ing a service to provide comparable audience data
that can be tracked over time for advertisers and
agencies, or are we paying for a service to manufac-
ture fantasy for Wall Street?”

Schiavone explains that, “By excluding that 40 per
cent of Mutual’s programming from RADAR’s aver-
ages that just happens to be Mutual’s lowest rated
dayparts, and including only the highest rated re-
maining 60 per cent, it appears to be a big audience
gain for Mutual since the previous RADAR 33, when,
in fact, it’s a decline. The result is that the data for
Mutual in the new RADAR 34 are simply not compa-
rable to RADAR 33.

It also appears to me as if Mutual’s division into
two networks is a stop-gap measure to hide the fact
that its real audience totals are down from the previ-
ous RADAR 33.”

Youth webs down. But there’s more to RADAR 34
than the flap over Mutual. The six youth-targeted
networks are down, though primarily FM-based. The
old-line adult networks are up a bit or stable, al-

though primarily AM-based.

Along with the Mutual figures in question, and
Talknet, other networks showing healthy gains are
Sheridan and the two Satellite Music Networks. And
the new NBC Radio Entertainment Network is mea-
sured by RADAR for the first time. In the individual
program audience race, Paul Harvey, as usual, swept
four of the top five places for ABC, and various CBS
News segments took most of the remaining spots in
the top 10 program rankings.

The new fall, 1986, RADAR 34 reflects listening to
21 radio networks from November, 1985, through Oc-
tober, 1986, and the processing of over 2 million net-
work clearance records on more than 5,000 network
affiliates.

Totals indicate 74 per cent of all persons 12-plus
listen to or hear one or more network radio commer-
cials in the course of a week, and Metzger says that
projects out to over 144 million listeners.

Spot’s ills held curable

Charlie Colombo, president, Blair Radio Representa-
tion Division, offered three reasons for national spot
radio’s slowdown when he spoke before the recent
broadcast investment seminar sponsored by Siller-
man-Magee Communications Management Corp.
But looking at it from the agency perspective, How-
ard Nass, senior vice president, media, at Cunning-
ham & Walsh ticked off at least a dozen contributing
causes. But despite its multiple problems, Nass sees
national spot radio as “an underused medium with
real potential to turn itself around” if it tackles these
problems.

One obstacle Nass pointed to was national spot’s
heavy reliance on so few categories—namely beer,
wine, soft drinks, travel, automotive and fast foods,
and for the youth stations, kids’ skin blemish reme-
dies. Reps could remedy this by wooing a lot of the
other categories out there, he said, for, “After all, an-
other problem is that radio is vulnerable to indepen-
dent TV stations who pitch the few categories nation-
al spot still has.”

Another problem, says Nass, is “proliferation of
the wired networks, whose effect on national spot is
all the worse because network radioicharges less—
half the price of a minute for a radig 30, while the
reps keep asking for 80 per cent of tiie minute price
for spot.”

Then there’s audience fragmentation. Nass recalls
that, “Seven years ago we could buy wGN in Chicago,

WCCO in Minneapolis, or WNEW in New York and get |

huge numbers of listeners. Today, numbers like that
are split among several stations. The total market
dominance of any one station is rarely there today.”
The one national spot problem Blair’s Colombo
brought up that Nass skipped was the big growth in
regional buying spawned by the rash of major agency

‘mergers. He pointed out that agency mergers fre-

quently result in the switching of dollars from the
“national spot” column to “local dollars” that the
stations see but the reps don’t.
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Talknet adds Myers

A new advice and conversation program will be add-
ed to Talknet, NBC’s Radio’s nightly call-in talk net-
work. The new show will debut April 3, from 1-4
a.m., and will feature Neil Myers. It marks the ex-
pansion of Talknet into the overnight hours. Talknet
has an affiliate lineup of 289 stations, which includes
outlets in 95 of the top 100 markets. Myers has been
a substitute talk-show host for ABC’s Talkradio net-
work from December, 1984, to April, 1986. He has
served in a similar function at NBC’s Talknet since
May, 1986.

Mounty’s decision
“I’ve been a corporate guy for 27 out of 29 years; I've
raised four kids; I just thought it was a time in my life
to do some personal recharging.” That’s the explana-
tion from Bob Mounty, who has announced he will be
leaving NBC Radio where he has been executive vice
president since April, 1982. His decision was not, he
says, caused by the uncertain future status of NBC’s
radio properties (which must be divested of due to
' the GE acquisition of parent RCA), although that
made it easier, he says.

What are Mounty’s plans? “Someone might come
along and say, ‘We’ve got money. How about starting
a group?’ That’s one of the areas I’'m looking at. But
there are other things on my mind. Cable is coming of
age. There are also opportunities in television and ra-
dio syndication.”

New sports quiz show

Clayton Webster Corp. has signed sports commenta-
| tor and former coach John Madden to host a daily,
90-second syndicated feature called John Madden's
Sports Quiz. Launch date is September 1.

The program will be offered via barter to one sta-
tion in each market. Stations will be sent two sepa-
rate programs each day. National advertising (60 sec-
onds) will be sold for one, while stations will retain
the inventory on the other program. Target demo is
18-34 male, with secondary emphasis on 18-49.

P&G leads web spending

Procter & Gamble, the Number 1 TV advertiser, led
the list of network radio clients in January for the
first time since early TV days. BAR data on web radio
spending during the first month of ’86 show a P&G
figure of $3,255,682, up 244 per cent over January,
1986. This heady sign could mean substantial added
billings to the networks not to mention spot radio;
| however, the brands advertised in January are not
old-line P&G products. They include Vicks Formula
44, Vicks throat drops and Folgers coffee.

Two other top 10 clients (see list below) showed

hefty increases from January, ’86: Anheuser-Busch
was up 183.9 per cent and Tandy climbed 88.2 per
cent. But AT&T was down from $3.3 million in ’86.

Web radio clients, January

Estimated
Parent company expenditures
Procter & Gamble $3,255,682
Sears, Roebuck 3,149,413
Warner-Lambert 2,604,140
Dep. Corp. 2,248,640
Campbells Soup 1,893,501
Bayer 1,808,361
Tandy Corp. 1,623,766
Tele Disc 1,608,944
Anheuser-Bush Cos. 1,600,678
AT&T 1,595,672

Lapyright 1986, BAR.

Web radio +10% in Feb.

Network radio continued its double digit ways in
February—though just barely—with a 10 per cent
rise in billings to $25,303,850. Year-to-date, web ra-
dio is now 14 per cent ahead of last year with a total
of $50,554,437. Two of the four sales territories also
showed double-digit increases in February, while the
other two registered declines. New York was up 34
per cent to $16,179,021, Los Angeles rose 36 per cent
to $1,942,324. But Detroit dropped 26 per cent to
$1,261,398, primarily due to shifts of General Motors
billings to New York, and Chicago was down 13 per
cent to $5,921,107.

Meanwhile, the Radio Network Association, which
reported the above figures, released a list of the top
25 radio network clients of 86, though without bill-
ings (see list below). New to this year’s list was Miles
Labs, Philip Morris Cos. (via General Foods), Coca
Cola Co. (via Columbia Pictures), CBS (via network
TV tune-in ads) and the Beechman Group (via Nor-
cliff Thayer, purchased from Revlon). On the ’85, but
not ’86, list: RIR/Nabisco, Chesebrough-Ponds, State
Farm, Tandy, Harris Corp.

Top 25 network radio clients—'86

1. Sears, Roebuck 13. Schering-Plough
2. General Motors 14. Philip Morris Cos.
3. Warner-Lambert 15. KMart
4. AT&T 16. Triangle Publications
5. Anheuser-Busch 17. Coca-Cola Co.
6. Ford 18. Mars
7. Procter & Gamble 19. Kelly Services
8. Miles Laboratories 20. Whirlpool
9. IBM 21. CBS
10. Cotter & Co. 22. Beecham Group
11.  U.S. Government 23. Sterling Drug
12. Goodyear 24. FTDA

25. George A. Hormel
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Radio Business Barometer

Disappointing spot
sales in January

The bad news for spot radio that
peppered 1986 carried over into
the first month of this year,
squelching hopes for the moment
that there might be a turnaround
(see Radio Report, March 16). Ac-
cording to figures gathered by Ra-
dio Expenditure Reports, based on
data from all the major reps, Janu-
ary time sales were up 1.1 per cent
over the corresponding month of
’86. The Mamaroneck, N.Y.-based
research firm put the total ad ex-
penditure at $38,575,100, com-
pared with $38,169,400 the year
before.

The January figures had a deja
vu aspect. Not only was the small
January increase practically iden-
tical to that of '86 overall, but the
data by market size were a reprise
| of last year’s, viz., the only one of
the four market groups broken out
by RER to show a rise was the
smallest.

The increase was credited to the
50-plus market category. This

group showed an increase of 8.9
per cent, with time sales of
$10,875,700. Last year’s figure for
the 50-plus markets in January
was $9,983,500.

The top 10 markets were about
flat—actually off 0.4 per cent from
’86. The ’87 time sales came to
$13,589,000, compared with
$13,643,900 in ’86. The worst per-
formance was turned in by the 11-
25 market group, down 5.1 per
cent to $7,990,300. The 86 figure
was $8,415,400. Also essentially
flat was the 26-50 group, down 0.1
per cent to $6,120,100, as against
$6,126,900 the year before.

Last year, spot radio could only
manage an increase of 1.0 per cent,
with billings totaling $919,796,100
vs. the ’85 figure of $310,323,800.
Year-to-year changes by market
group were as follows: top 10,
down 1.8 per cent; 11-25, down 0.7
per cent; 26-50, up 0.4 per cent,
and 50-plus, up 8.0 per cent.

The industry is not sitting by, of
course. It has reinvigorated its
missionary efforts by setting up a
National Spot Radio Task Force
out of SRA’s National Radio Mar-

keting Group. This is headed up
by Don Macfarlane, director of
marketing for CBS Radio Repre-
sentatives.

There has already been some
market research commissioned.
This was conducted by Butterfield
Communications and showed,
among other things, says Macfar-
lane, that spot radio must still sell
the basics of the medium.

Money to be raised

The marketing group is trying to
raise about $250,000. Already
spent on the Butterfield study was
$20,000. Macfarlane says the reps
will ante up about $40,000 and the
remaining $200,000 or so will be
sought from radio groups and oth-
er sources. A good part of the ef-
fort to promote spot will be to find
out more about advertiser needs,
Macfarlane explains. Some of this
work will be done by the heads of
the rep firms. Also on the agenda
is a “resource book,” which will
provide information to advertisers
on various aspects of advertising
and buying time on radio. Macfar-
lane says he fully expects the pro-
gram to be in the field by the start
of summer.

National spot +1.1%
(millions) 1986: $38.2  1987: $38.6
1986 adjusted: $38.2
Changes by market group

Market Billings % chg.

group (mils.) 86-85
1-10 $13.6 — 0.4%
11-25 8.0 - 5.0
26-50 6.1 - 0.1

+ 8.9

51+ 10.9

Source: Radio Expenditure Reports
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Faroucha Laboratones ing
946 Servcig Avwnue
Sunnyvair. C Q8
Totephone 0B 245, 1492

Yves C. Faroudia
Premcent

Dear Broadcaster:

Today, the broadcast television industry is
facing strong competition from cable, VCR's
or video disks as alternate program sources,
and the image quality is one of the key
factors of this competition.

While it is interesting to look at all of
those superb HDTV 1images often shown at
conventions, it must be remembered that they
cannot be transmitted to your viewers' homes
over your station without drastically changing
the public broadcasting system.

There is, however, a way you can now deliver

better guality NTSC images to all of your
present viewers, for a very modest investment
in your facility and at no cost to them: the
use of our proprietary encoding and decoding
technique in your studio will improve the
quality of your live cameras, film chains,
computer graphics, and color keying. Your
audience will get crisp, clean NTSC images
free of cross-color, cross-luminance and
other degradations sometimes contributing

in a subliminal way to viewer fatique.

We believe that this is a compatible, pro
gressive path to providing higher quality
NTSC images, without imposing the cost burden
of a new television distribution system.

If you want to know more about how your
facility can create improved NTSC images,
please get in touch with me.

Sincerely, .
’!f% -

Yves Faroudja
President

See us at NAB - Booth 2488
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TRIVIAL
PURSUIT

Don't let your competition
put you 1n jeopardy ths fall.
You can make a fortune
without spinning your wheels
with the game that has a
monopoly on America.

Your game plan for Monday—Friday
starting September 1987.

The World’s Leadlng Dlstrlbutor for Independent Television Producers
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NOW REPRESENTS

f Oklahoma
KOTV@Tulsa

BELO BROADCASTING CORP.

TULSAS NUMBER ONE RATED
TELEVISION STATION*

TeLEIRER

TeleRep Inc. « 875 Third Avenue « New York, N.Y. 10022 - (212) 759-8787
Offices: Atlanta « Boston « Charlotte « Chicago « Cleveland « Dallas « Detroit « Houston « Los Angeles
+ Miami » Minneapolis « New York « Philadelphia « St. Louis « San Francisco « Seattle

‘November ‘86 ARBITRON, 9 AM-Midnight, Sun.-Sat.
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The timing of
Fowler’s departure
provides Patrick
with a chance to
end a stormy
relationship with
Congress.

Mark Fowler

FCC: YEARS OF TRANSITION

Compulsory licensing, trafficking rule

' repeal may not be permanent fixtures

Patrick commission
faces different
political climate

By HOWARD FIiELDS

hen Mark Fowler announced
earlier this year that he
would be resigning from the

Federal Communications Commission
and thus the chairmanship of the agen-
cy, it was a propitious decision. His exit
at this time provides an opportunity
for a clean sweep of what serves as a
troika on broadcast issues in the feder-
al government—the FCC, Senate, and
House. The congressional subcommit-
tees that oversee broadcast issues had
just gotten new leadership, so why not
the FCC.

The timing provides his successor,
Commissioner Dennis Patrick, with a
chance to end what has become a
stormy relationship between the FCC
and Congress, and to make a fresh
start. Many observers believe he will
make the best of it, that he will be more
tactful in his dealings with Congress,
will be able to make the FCC's case
without the platitudes and patronizing
statements that characterized Fowler’s
testimony and rankled his questioners,
and, although just as dedicated to Fow-
ler’s “let-the-marketplace-do-it” phi-
losophy, will be more flexible and less
didactic in his approach to regulatory
affairs.

Since the other two leaders of the
troika, Sen. Daniel Inouye (D-Hawaii)
of the Senate Communications Sub-
committee, and Rep. Edward Markey
(D-Mass.) of the House Telecommuni-
cations Subcommittee. are taking over
chairmanships of panels each has
largely ignored during his subcommit-
tee service, Patrick, acknowledged as a

Dennis Patrick
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quick study and well-attuned to broad-
cast issues in his fourth year as a com-
missioner, will have superior knowl-
edge of the broadcast agenda they will
oversee together.

Fowler departure

Fowler now is expected to leave his
post at the end of April or early May, at
about the time of his sixth anniversary
as chairman. Albert Halprin, chief of
the Common Carrier Bureau, says he
also is leaving and that he and Fowler
plan to practice law together. He indi-
cates that they are considering working
with parties involved in the continuing
arrangements involving the breakup of
AT&T. Shortly after that, the White
House is expected 1o nominate a suc-
cessor who will take a seat alongside
the other commissioners under Pa-
trick’s leadership.

Soon after the National Association
of Broadcasters convention, Patrick is
expected to sit down with the staff of
the Mass Media Bureau, go over Lhe
items that could be on the FC("s agen-
da, and pick what he wants to be the
priorities of the first year of the Patrick
tenure.

He already has established one. [.ast
December, hefore Fowler announced
his resignation, Patrick sought out the
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Patrick has been
incommunicado
about plans for his
own leadership,
but some FCC
staffers expect a
Patrick agenda to
be quite different
than the one
Fowler would have.

Independent Television Association
(INTV) and asked it for a forum at
which he could make a major policy
statement. He delivered an impas-
sioned speech in favor of protecting
syndicated exclusivity for broadcast
stations already threatened with loss of
programming to cable.

At an INTV-sponsored symposium,
Patrick, citing then what appears to be
becoming the broadcasting buzzword
of 1987—public interest—began an at-
tack on the compulsory license that the
cable industry enjoys at the hands of
the 1976 Copyright Act,-and tied that
to the threat of cable being able even-
tually to preempt the syndicated pro-
gramming on which independent sta-
tions depend. The compulsory license
issue also has been tied to the commis-
sion’s reluctant action on a new must-
carry regulation, with Patrick saying
that il cable is relieved of must-carry
obligations then it also should be re-
lieved of the compulsory license um-
brella.

RBut, true to his philosophy, Patrick
put it all under the rubric of “govern-
ment interference.” He said of the com-
pulsory license, “In my view, whatever
circumstances justified its adoption in
1976, T see none in 1986."

He acknowledged then, as he would
now, that the I'CC has no authority to

Quello is pushing
for the FCC to
revisit its repeal
of the three-year
waiting rule on
resale or transfer
of broadcast
property.

do away with the compulsory license,
but he called on Congress to do so while
voting with his fellow commissioners to
order up a study of the issue and to
revisit the syndicated exclusivity issue
abandoned by the agency in 1980.

Even though that change took place
before Fowler became chairman, it fit
his philosophy of letting the market-
place work things out and keeping the
government out of it as much as possi-
ble. Patrick’s position suggests that he
gives as much weight to the argument
that the FCC was created to see that
broadcasters serve the public interest,
and that he believes that sometimes
government regulation is necessary to
carry out that aspect of the agency’s
responsibilities.

Difference of style

The difference, then, between Fow-
ler’s chairmanship and Patrick’s, is ex-
pected to be one of style of leadership
and management, since Patrick and
Fowler have held the same general phi-
losophy of deregulation of industry, a
hands-off policy by the government,
and a marketpiace approach to deci-
sion-making. And the difference grows,
to a great extent, out of what the politi-
cal scene was when each took over
chairmanship.

{
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if Dawson has her
way, the FCC will
take a
comprehensive
look at ownership
rules, which she
has been pushing
it to do in her
nearly six years

at the commission.

Fowler came into office during the
heady first few months of the Reagan
administration when staunch conser-
vative Republicans decided to take ad-
vantage of having one of their own in
the White House after a long absence,
and “clean house.” With the GOP in
control of the Senate, the tendency was
to run roughshod and act arrogantly.

Fowler was largely successful in that
milieu and has been largely credited
with having done the most in the feder-
al government to reduce paperwork
and antiquated regulation. Patrick
takes over a time when “deregulation”
has become a dirty word in Washing-
ton, when the Reagan administration is
crippled, and when the Democrats
have retaken control of the Senate.

The signs of success have been wan-
ing for Fowler for some time now. In
one of his last appearances before the
previous Congress, Fowler and many of
his fellow commissioners were scored
for their position on minority prefer-
ences. It was an embarrassing scene
that underscored the depths that the
relationship- between the two entities
had reached.

Earlier this year, in rounds before
the appropriations subcommittees in
both houses, Fowler came under fire for
the FCC’s conclusions that the market-
place is taking care of the issue of

Dennis has only
been a member of
the panel since

last summer and has

yet to make her
mark with an
expressed
philosophy.

scrambled satellite signals, and for say-
ing that technology would take care of
the needs of broadcasters who were
then worried about the agency’s plans
to allocate part of the UHF spectrum to
land mobile.

Congress micromanages

The storm over Fowler’s sweep of
FCC rules had raged so much that Con-
gress had put itself in the position of
practically micromanaging the FCC.
Just in the two weeks before the NAB
convention, the FCC bowed to congres-
sional demands in making decisions on
the allocation of UHF spectrum space
to land mobile and on a rewrite of its
must-carry decision.

The agency was all set to strip part of
the UHF spectrum from broadcasting
hands and give it to land mobile when
strong pressure from Capitol Hill and
intense lobbying by broadcasters
forced it to back down and postpone
action. No indication was given of what
happened next, but the proposal may
just be held in abeyance until a notice
of inquiry is adopted and completed on
the question of the needs of high defini-
tion television (HDTV). Broadcasters
feared that if part of the spectrum,
much needed by current HDTV tech-
nology, were given up now, they may

never be able to compete with other
HDTV delivery systems, such as cable
and satellites.

The must-carry decision was sched-
uled as one of the last actions before
most of the commissioners and staff
headed to Dallas for the NAB conven-
tion.

Congressional pressure in both areas
was not unprecedented in the relation-
ship that had grown increasingly
strained as Fowler completed nearly

‘six years as chairman. And the strain

came despite the fact that throughout
the period since he took over in May,
1981, and the beginning of this year, he
was able to work with a Senate subcom-
mittee led by people of his own party
and philosophy.

Some viewers of the scene ascribe
Fowler’s success in that area to his pen-
chant for playing one house of Con-
gress off against another. Often he
could tell the leadership on the House
Telecommunications Subcommittee
that he could not do their bidding on a
certain issue because he was being
tugged in the other direction by the
Senate Communications Subcommit-
tee. On rarer occasions, the argument
was reversed. Now, both subcommit-
tees are expected to be in agreement
most of the time, and Patrick will have
nowhere to hide.

Lest he make a premature lame duck
of outgoing Fowler, Patrick has been
incommunicado about plans for his
own leadership, but some FCC staffers
expect a Patrick agenda affecting the
broadcasting industry to be quite dif-
ferent than one Fowler would have. But
they don’t guess in what ways it will be
different.

James Quello, who became a com-
missioner in 1974, has now become
Number 3 in terms of length of service
on the FCC (Robert E. Lee and Rosel
Hyde served longer), brings a different
perspective to the change in leader-
ship.

“Patrick is a very fast take, a very
bright lawyer,” Quello says, but adds,
“it remains to be seen whether he’s go-
ing to be more sensitive to the intent
and will of Congress. The commission
has had problems with both the House
and Seante subcommittees. I think he’s
a young guy [35] who will want to work
with them a little more closely.”

Must-cary ultimatum

Recalling the controversy over the
must-carry issue, in which Congress
virtually ordered the independent
agency to go back to the drawing
boards and come up with a better solu-
tion that the one it had put forward late
last year, Quello says. “It was the first

(continued on page 137)
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FCC: YEARS OF TRANSITION

Hollings presence overshadows Inouye
chairmanship; Democrats take hold

Fairness doctrine
chief issue facing
Senate committee

he official roster of the Senate
I Commerce Committee lists Sen.
Daniel K. Inouye (D-Hawaii) as
chairman of its Communications Sub-
committee. Indeed when the first
broadcast-issue hearing was held this
year, he sat in the chairman’s chair
throughout the hearing. But immedi-
ately to his left for the first few minutes
of the hearing sat the power behind the
subcommittee, at least for the next sev-
eral months, the active chief of the full
committee, Sen. Ernest F. “Fritz”” Hol-
lings (D-S.C.).
Broadcasters and others who have
watched the proceedings of the Com-
munications Subcommittee for the

* New member

Daniel K. Inouye
(D-Hawaii)
Chairman

Wendell Ford
(D-Ky.)

Albert Gore
(D-Tenn.)

past several years can be forgiven if
they don’t know much about the
broadcasting-related philosophy of In-
ouye. Others will remember him as a
member of the famous Senate Water-
gate Committee and the target of one of
the better-known slurs that came out of
that scandal, “the one-armed Jap,” but
they could only guess where he stands
on broadcast issues.

The same watchers cannot be simi-
larly forgiven if they have the same lack
of knowledge of Hollings’ philosophy.
He served as ranking Democrat on the
subcommittee while former Sen. Barry
Goldwater (R-Ariz.) was chairman and
was its chairman before the 1980 GOP

Robert Packwood
(R.-Ore.) Ranking
minority member

J. James Exon®
(D-Neb.)

Ernest Hollir;gs
(D-5.C)

landslide gave Senate control to the
Republicans.

Divided interests

As with his counterpart in the House,
Rep. Edward Markey (D-Mass.), Inou-
ye has not been an active participant in
the deliberations of the subcommittee,
despite his long years of service on the
panel. In addition, his appointment
this year as chairman (because of se- |
niority) comes at a time when he also -
has been selected to chair the Senate
special investigation into the Iran-Con-
tra scandal.

As with his
counterpart in the
House, Rep.
Edward Markey
(D-Mass.),
Inouye has not
been an active
participant in the
deliberations of
the subcommittee,
despite his long
years of service.

His role in that investigation has so
preoccupied him that he has not even
had time to hold the usual get-ac-
quainted meetings with members of
the industry he is expected to oversee.
And prospects of that changing soon
are dim; the special committee already
has a schedule that will take it through
the summer, and it may still be sitting

at the end of the year.

Inouye’s chairmanship of the scan-
dal investigation was known before he
was chosen as subcommittee chairman,
but there had been speculation that
Hollings would exercise the power of
the full committee chairmanship and
assign himself to chair the Communi-
cations Subcommittee. He took the
chairmanship of another subcommit-
tee instead, kept a seat on the subcom-

. mittee, and ended up with the best of

both worlds for at least the first year of
the 100th Congress.

If there was any doubt about Hol-
lings’ role, that was dispelled when the
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first subcommittee action of the new
Congress was a hearing on S-742, which
Hollings introduced to codify the fair-
ness doctrine. Inouye, along with the
ranking Republican, John Danforth
(R-Mo.) were cosponsors, but the im-
petus was Hollings’.

Well before that bill was introduced,
Hollings made it clear he was the power
behind the push for codification. He as
much as said so at a meeting the Na-
tional Association of Broadcasters held
for its state legislative leaders in late
February.

At the fairness doctrine hearing, in
his usual down-home ad lib style, Hol-
lings was adamant, and his statements
were more heartfelt than Inouye’s more
perfunctory remarks: “This doctrine is
arequirement for balance and credibil-
ity within the broadcast media, and the
print media as well. It hasn’t been
treading on anybody’s rights. . . . There
is a limited spectrum out there.”

He says there has never been any
doubt in Congress that the fairness
doctrine, which requires that equal
time be given in non-news shows for all
candidates for the same federal office,
and to opposing sides on controversial
issues, was part of communications
law.

“Now, we are faced with a ruling by
Judge [Alexander] Bork of the U.S.
Court of Appeals in the TRAC case
that says just the opposite is true—that
we never codified the fairness doctrine
in 1959, that it is only part of the gener-
al public interest standard, and the
FCC can repeal it without our appro-
val.” (Judge Antonin Scalia, now on the
U.S. Supreme Court, joined with Bork
in that decision.)

Political stopping point

Knowing the sentiment of Congress,
which was in the position of protecting
something from which its members
benefitted, the FCC was not about to
take up Bork’s offer. When it held en
banc hearings on the issue and made a
report on the subject, it had gone as far
as it could go politically. Last year Con-
gress ordered it to do a study of the use
of the fairness doctrine and to report to
Congress by Sept. 30.

In another study, the FCC’s conclu-
sion already has been that the doctrine
might have been codified in 1959, but
that it still was an anomaly that should
be eliminated. That did not win the
FCC any friends in Congress.

In a statement accompanying intro-
duction of his bill, Hollings not only
gave his views on the fairness doctrine
but indicated that, as with Markey and

chairman John Dingell (D-Mich.) of .

the House Energy and Commerce com-
mittee, he intends to change the man-

John F. Kerry*
(D-Mass.)

John McCain*
(R.-Ariz.)

Larry Pressler
(R-S.D.)

Ted Stevens Pete Wilson*® John Danforth
(R-Alaska) (R-Calif.) (R-Mo.)
Ex-officio

ner in which Congress has been treat-
ing the FCC for the past several years
and hold its collective feet to the fire.
Hollings says the Bork decision “is
just plain wrong. It’s distorted. It’s il-
logical. But [ would not be so concerned
if I believed the current FCC could deal

Hollings has a
string of criticism
of the munner in

which the FCC has
treated the
fairness doctrine
during the Fowler
tenure.

fairly and properly with this matter. I
have no doubt it will not. Over the past
six years, the FCC commissioners have
demonstrated unequivocally that they
are neither reasonable nor enlightened
on the issue of the fairness doctrine.
Rather, the chairman and his fellow
commissioners approach this issue
with closed minds and misguided

views. They have only one goal: Repeal
the fairness doctrine and don’t let the
facts stand in the way.”

At the subcommittee hearing, noting
the presence of outgoing FCC Chair-
man Mark Fowler’s presence as a wit-
ness, Hollings said, “Mark Fowler
wants to leave us a going-away present
and I'm not going to accept it if I possi-
bly can.”

Fowler stuck by his position and de-
fended efforts to eliminate the doc-
trine. Besides him, however, was his
predecessor as chairman, Charles Fer-
ris, who made an impassioned speech
in favor of keeping the doctrine as in-
surance that broadcasters will meet
their obligation to provide information
to the American public.

‘Misguided vendetta’

Hollings has a string of criticism of
the manner in which the FCC has treat-
ed the fairness doctrine in its own pro-
ceedings, before Congress, and in the
courts during the Fowler tenure. He
concludes, “The commission’s relent-
less and misguided vendetta against
the fairness doctrine is truly astoun-
ding.”

In order to avoid a repeal that he
expects the FCC to do in the absence of
congressional action, Hollings says he
and others had no recourse but to in-

(continued on page 135)
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'FCC: YEAR OF TRANSITION
New leader’s views just unfolding;
Tauke, Tauzin in broadcasters’ corner

Markey surfaces
at House unit helm
with liberal leaning

sk someone who has sat through
A a lot of hearings of the House
Telecommunications Subcom-
mittee for the past eight years to name
some of the best-remembered names
on the panel, and the likely response
will be Wirth, Swift, Tauke, Tauzin,
Leland and perhaps a few others. The
same person easily might even forget
that for all that time the lineup includ-
ed Rep. Ed Markey (D-Mass.)

Until now, few people knew where
the infrequent participant in broad-
casting issues before the subcommittee
stood on the issues. They knew he was a
liberal in every sense of the word, fully
supported by his voting record. The
votes he did cast on the subcommittee
generally sided with Rep. Tim Wirth
(D-Colo.) former subcommittee chair-
man and now Colorado senator.

If the same observers went back far
enough with the subcommittee, they
would have named Rep. Torbert Mc-
Donald (D-Mass.), whose seat in Con-
gress Markey, who will turn 41 in July,
holds today. But Markey gives no clues
that he will follow “Torby’s” philoso-
phy.

It is a tribute to the longevity of the
seniority system, which many people
had prematurely declared a dying as-
pect of Congress, that Markey has be-
come chairman of a subcommittee with
which he is barely familiar. His senior-

Edward Markey Matthew J. Rinaldo
(D-Mass.) (R-N.J.) Ranking
Chairman minority member

ity on the parent Energy and Com-
merce Committee put him in line for a
subcommittee chairmanship through
attrition, and Wirth’s run for the Sen-
ate gave Markey the opening.

Needs education

Because he took so little part in the
activities of the subcommittee he has
served on since he was first elected in
1978, Markey has had to do a lot of
studying on the issues to get up to par.
Like his Senate counterpart, Sen. Dan-
iel Inouye (D-Hawaii), he has brought
in his own staff, often just as inexperi-
enced on the issues, to help him take
over and get quickly educated.

Consequently, the Telecommunica-
tions Subcommittee this year is likely
to attack issues one at a time, on a
piecemeal basis. An across-the-board
philosophy will be slow to emerge.

Since objects tend to move into vacu-
ums, Rep. Al Swift (D-Wash.), who has
been steadily gaining strength as a re-
spected opinionmaker, is expected to
be a major player on the subcommittee
this year.

Markey, who has shunned press in-
terviews until he can get up to speed on
the issues (his subcommittee staff also
has been unaccessible to speak on the
issues before the panel), thus shocked
broadcasters when he gave his first

Rick Boucher*
(D-Va.)

John Bryant
(D-Texas)

speech on communications as chair-
man.

At an early February symposium on
the new Congress, in which he was a
last-minute stand-in for Rep. John
Dingell (D-Mich.), chairman of the full
committee, Markey shocked broad-
casters by declaring, “It is time to res-
urrect the FCC as a regulatory agency,”
he said, stressing the word “regulatory.”
He said that should be the focus, “not
an agency which dispassionately
watches as an unbridled marketplace
works its will while turning a blind eye
to the interest of the consumer.... |
think that with a new FCC chairman,
and with Democratic leadership in the
House and the Senate, we can redirect
the commission toward its original and
vital mission, to protect the public in-
terest.”

Markey then mentioned three agen-
da items, two of them concerning the
telephone companies over which the
subcommittee has jurisdiction. The
other was the fairness doctrine, which
the Senate already had indicated it
would be taking the lead on. The rest of
the broadcasting issues that may come
before his panel were dismissed as
events that may require its attention,
among them must-carry and minority
preferences.

Later that month, he made nearly
identical remarks about regulation be-
fore a group of cable operators. He
gladdened their hearts by speaking
strongly against the idea of allowing
telephone companies to provide cable
service. That, he said, “could wipe out
any competition in the industry, and in
the emerging and emergent technolo-
gies.”

Consenus sought

Taking a page from what has become
an increasingly normal method of oper-
ation for Congress, he urged the cable
people to get together with the inde-
pendent TV operators, movie people,
the major TV networks, public televi-
sion and the telephone companies to
work out a consensus that they could

diss Collins ————

\Car
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Bill Richardson*
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Jim Slattery

Al Swift
(D-Kansas)

(D-Wash.)

bring to Congress for endorsement.

Markey warned that if the FCC’s
new must-carry solution fails to gain
acceptance “by all the major players
this time around, there will be consid-
erable sentiment on the subcommittee
for legislating a solution.” Markey de-
nounced the A/B switch idea but urged
carriage of public TV stations. He also
threatened oversight hearings on the
status of the cable industry if the in-
dustry fails to live up to its responsibil-
ities now that it is the “800-pound gor-
illa”” in communications.

Under the Wirth leadership, Reps.
Tom Tauke (R-Iowa) and “Billy” Tau-
zin (D-La.) often were instrumental in
pushing the agenda of the National As-
sociation of Broadcasters. They usually
failed to get much consideration of it in
the House in the past, despite having a
Senate communications leadership
that generally reflected their view-
point. Ironically, even with that por-
tion of the Senate in a minor role this
year, broadcasters feel the climate is
right for a big push on the new form of
their biennial legislation, this one num-
bered HR-1140, and essentially the
product of the NAB.

In a speech accompanying introduc-
tion of the measure, Tauke explained,
“Under our proposal, a license would
be renewed unless the station fails to
first, broadcast material responsive to
the concerns to the community and
second, operate in compliance with the
rules and regulations of the FCC.”

Eddie Fritts, NAB president, suys
that although reaction by Swift and

Markey mark “very encouraging signs
to us, I suspect that there will be a price
to pay, and what we will have to do is
attempt to find out what price they are
asking for what we need.” He does not
say, however, what broadcasters will be
willing to trade, but does draw the line
at content control.

Tauke-Tauzin bill

The Tauke-Tauzin bill would allow
automatic renewal of broadcast li-
censes unless a station fails to “meet
the needs and interests of its listening
and viewing audience.” Gone would be
the open door for others who want the
license to challenge renewal by offering
better operations. It also is designed to
eliminate the payoffs that some broad-
casters make to challengers to get them
to withdraw their challenge.

“Qur legislation provides certainty
for consumers and for broadcasters,”
Tauke says. “It reaffirms and clarifies a
broadcaster’s public interest responsi-
bility.”

John Summers, senior executive vice
president and head of government rela-
tions for the NAB, recognizing Con-
gress’ passion for working on consensus
agreements, and knowing that Tauke-
Tauzin in its current trouble-free form
for broadcasters is not likely to pass, is
now leading an effort to get friendly
and unfriendly groups that want to
take sides on the issue to sit down and
try to work out a consensus on what he
calls “a balanced package that has a
chance of passage.”

He mentions Swift and public inter-
est groups as the primary people the
broadcasters are going to have to satis-
fy if legislation is to pass. He won’t
name the public interest groups he is
approaching for talks but says the hope
is to get them, lawyers representing
broadcast groups and the Democratic
and Republican staffs of the communi-
cations subcommittees in both houses
to sit down to work on a package.

Sen. Ernest F. “Fritz” Hollings (D-
S.C.) now chairman of the Senate Com-
merce Committee, is believed to be
working on his own version of a com-
parative renewal bill, but the NAB is
concentrating its effort on the House
side, from where Summers says “the
problems traditionally on this question
have come. We've passed legislation on
two or three occasions on the Senate
side, and Hollings himself has voted for
this legislation.”

Summers says the Tauke-Tauzin bill
was drafted hastily to get something on
the table for discussion, and that the
broadcasters will offer additional lan-
guage later in the process. If they want
relief from comparative renewal re-
quirements, he says, broadcasters are
going to have to accept some compro-
mises. “What do you do with a petition
to deny?” he ask rhetorically. “In what
way do you make public participation
easy for the public in the petition-to-
deny process?”

Equal employment

Also expected to be inserted into the
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FCC: YEAR OF TRANSITION

package is a broadcasting version of the
equal employment opportunities pack-
age that the cable industry accepted as
part of the 1984 cable reform act, codi-
fication of minority preferences and
the minority policies on distress sales
and tax certificates. Rep. Mickey Le-
land (D-Tex.) already has put broad-
casters on notice that he will push for
inclusion of that package in any com-
parative renewal bill.

There are prices to be paid already in
the bill, Summers adds. “The Tauke-
Tauzin bill not only contains a reaffir-
mation of the public interest standard,
but for the first time would he judged
at renewal time, which would be a re-
flection of the public intc, :st stan-
dard.”

Basically, he says, the pul.iic interest
standard would be a codification of
what the FCC already requires. They
include “issue-responsive broadcasting
material” which the NAB insists
should include not just programming,
but public service announcements and
editorials.

There also is a fear, however, that the
comparative renewal bill, which would
put the broadcasters in the position of
supporting additions to the bill in order
to get acceptance of the core, would
become a “Christmas tree” for other
legislation to be attached.

71

Thomas J. Bliiey, Jr.
(R-Va.)

Dan Coats
(R-Ind.)

Among those attachments, broad-
casters fear, could be such things as
restoration of the three-year traffick-
ing limitation on station sales or trans-
fers. Since the FCC eliminated its rule
against a change of ownership of a sta-
tion within three years of the previous
change, the industry has been accused
of selling stations like commodities.

“It could well be something we would
have to consider in the context of the
comparative renewal bill,” Summers
says. But, he adds “theres only so much
that we should have to pay in order to
get rid of comparative renewal.”

Absent from the broadcasters’ offen-
sive efforts on Capitol Hill this year
will be an appeal for codification of the
television and radio deregulation. “We
feel there isn’t going to be a reinstitu-
tion of these things,” Summer says.

Music licensing

The only other offensive effort for
broadcasters will take place in the
House Judiciary Committee where
Rep. Frederick “‘Rick” Boucher (D-
Va.) has reintroduced legislation (HR-
1195) for the All-Music Licensing
Committee to require any contract for
a syndicated television program to also
include the rights for the music includ-
ed init.

Jack Fields
(R-Tex.)

Thomas J. Tauke

Carlos J. Moorhead
(R-Calif)

-Calif.

Boucher has carried the water in pre-
vious years for broadcasters against the
music licensing groups. He has been
unsuccessful in the past, but this year,
in addition to being a member of the
Judiciary Committee that will consider
the legislation, he also is a member of
the Telecommunications Subcommit-
tee for the first time, giving him added
clout in the area.

Other than that, the broadcasting in-
dustry finds itself largely on the defen-
sive on Capitol Hill during the 100th
Congress.

So far as defensive issues on the
Telecommunications Subcommittee
are concerned, Rep. Cardiss Collins (D-
I1l.) is expected to use the panel as a
sounding board for efforts to get tax
deductions disallowed for advertisers
that discriminate against black-owned
or operated stations in the placement
of ads.

Collins’ effort is expected, however,
to be part of a much larger effort that
will cross the boundaries of several
committees, centering in the House
Ways & Means Committee. It involves
disallowing tax deductions for adver-
tisements for tobacco, beer and wine,
military equipment and other goods,
rather than an outright ban on the
products, an action that is widely be-
lieved to be unconstitutional on First
Amendment grounds.

Although cigarette advertising al-

(Continued on page 150)

Howard C. Nieison
(R-Utah)

'N

Michael G. Oxley Don Ritter Normal F. Lent* John D. Dingell
(R-Ohio) (R-Pa.) (R-Iowa) Ex-officio Ex-officio
(D-Mich.)
(R-N.Y))
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dward O. “Eddie” Fritts has sur-
E vived. He now talks with ease
about issues facing the Nation-
al Association of Broadcasters, which
he heads as president and CEO. He
speaks with confidence ahout the asso-
ciation’s chances of defending itself in
the Washington arena this year. He
notes with pride the growth of the orga-
nization in recent years. And he glows
with anticipation about the future of
the NAB.

Fritts survived an effort to dump
him as elected head of NAB; he has
presided over a shakeup of the key
NAR staff; he has suflered accusations
from high places that his group lacked
lobbying ability; he has watched as
competing industries repeatedly won
offensive efforts while the NAB re-
mained on the defensive; he took re-
sponsibility when the association made
tactical blunders in dealing with Con-
gress, creating strong enemies and
dooming any hopes for victories in the
process; and he has stumbled as he has
grown more sophisticated about Wash-
ington politics.

The Indianola, Miss., native is a
Washingtonian now. Suddenly in 1987,
Frittsis faced with starting all over—as
all of the chiel government players the
NAB has to deal with are changing. But
Fritts is calm. The NAB appears to
have retreated, regrouped and placed
itself on solid ground for the near fu-
ture. Just as solid, it appears, is Fritts’
position as president and CEO.

He appears relaxed but says he is not
fully satisfied. “We can be much more
effective, we can do a much better job

ddie Fritts

of communicating the needs of our in-
dustry to our members, and, conse-
quently, getting them motivated to
come to Capitol Hill,” he says.

He is only the 19th president of the
65-year-old organization, having
fought tfor and won election to take over
in October, 1982, the seat vacated by
the retiring long-time president, Vince
Wasilewski. “There were some very
tough times at the outset,” Fritts now
recalls, “and I would not try to dodge
that.”

Those times were the result of “the
turbulence associated with the change
of administrations. We have been able
to work through those. Through attri-
tion principally, and sometimes en-
couraged attrition, we’ve been able to
restructure our staff.”

A lot of NAB’s problems during the
first of Fritts’ nearly five years in office,
however, had to do, not with personnel,
but with philosophy. There has been a
perception for several years that the
NAB, like the old AT&T, thought it
could muscle its way in and get what it
wanted because it was the “only game
in town.” After sutfering many defeats
over the past few years while the rival
cable industry won victory after victory
and gained a reputation for effective
lobbying, the NAB appears to have ad-
justed with the times, shed its mantle
of arrogance, and changed its image in
the eyes of those in Washington who
can have an impact on the industry.

Part of the earlier problems can be
attributed to the NAB board and exec-
utive committee, composed primarily
of persons outside of Washington unfa-

Finally a
Washingtonian,
Fritts is faced

with starting all
over. Chief
government players
that NAB deals
with are changing.

miliar with its nuances and afflicted
with the normal anti-government prej-
udice. Until Fritts solidified his leader-
ship, the board and committee mem-
bers tended to micro-manage the lob-
bying effort, not allowing those in
charge of lobbying the latitude they
needed to craft compromises.

Constant turnover

Asaresult, there were constant turn
overs in government relations chiefs
until John Summers, who already had
been elevated to executive vice presi
dent as the chief staff member at the
NAB, was persuaded to resume his old
joh as chief lobbyist in addition. Fritts,
however, blames many of the NAB’s
lobbying woes on persons who wanted
to use the government relations job as a
stepping stone to something better.

Helping the NAB to adjust was the
fact that during the nearly five years
since Fritts’ presidency began, the lob-
bying game in Washington has changed
dramatically. As Fritts notes, “There
are 5,000 associations and over 48,000
lobbyists” in Washington where once
lobbying was a small industry.

In order to get a voice that could he
heard by the outnumbered 535 mem-
bers of Congress and the key agency
pesonnel around town, associations
such as the NAB often have formed
coalitions of likeminded groups to fight
for or against a particular issue. “We’ve
done a good job in reaching out and
developing allies and establishing co-
operative coalitions with people who on
various issues have similar points of
view,” Fritts says.

“The best evidence of that was in the
beer-and-wine controversy where we
developed a broad base of allies who
had biweekly meetings and sometimes
weekly meetings in terms of our goals
and objectives and our monitoring of
our plans.”

Lobbying also has changed, he says,
because “There’s a new breed of con-
gressperson who has come to Washing-
ton. They are more adept at communi-
cations, they have a different point of
view toward the seniority system, and I
think that we have been able to change
and adapt with it.”

Small-market involvement

Fritts believes the key to a successful
NAB these days is the very thing that
would attract someone of his small-
town background—involvement of the

(continued on page 152)
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A time to reflect, probably so. But also a time to greet the
future with an eye toward innovation.

Like you, we look forward to broadening the scope of pro-
fessional broadcasting through innovation and technicail
adaptation to the needs of our industry and the people it
serves.

We're proud 1o have been a part of your first 40 years and

look to a future filled with exciting possibilities.
—
SONY.

COMMUNICATIONS PRODUCTS COMPANY

Sony Communications Products Company. Broadcast Products Division, 1600 Queen Anne Road, Teaneck, New Jersey 07666.
) 1987 Sony Corporation of America. Sony and Betacam are registered trademarks of Sony Corporation.
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KTLA TURNS 40 \

L.A. station’s early independence was matter of necessity

Home of programming ‘firsts’

Before 1951 there was no
transcontinental cable for
transmitting network pro-
gramming to the West
Coast. The only coaxial ca-
ble lay east of the Mississip-
pionly as far as Chicago.
Network shows were seen by
West Coast viewers a week
later, usually on scratchy,
blurred kinescopes. So tele-
vision in Los Angeles devel-
oped differently from the
rest of the country, on its
own, independently.

By SHERRIE MAZINGO

orld War II had ended just
two years before, and its six-
year span had greatly stunt-

ed the growth of television in its infan-
cy.
The date was Wednesday evening,
January 22, 1947. Gathered inside a
soundstage at Paramount Studios in
Hollywood was an eager and anxious
crowd of 300: studio execs, ad agency
reps from both coasts, a group of New
York television directors, a score of
technicians, a handful of local city offi-
cials and several movie stars.

The occasion was a live telecast.
KTLA(TV) was making its debut as the
first commercially licensed station

| west of Chicago. Before then the sta-

tion operated as experimental station
weXYZ. Paramount Pictures was the
owner.

Klaus Landsberg, a young electron-
ics genius who ironically escaped from

Klaus Landsherg atop remote mobile unit truck (1946)

Nazi Germany just nine years before,
had almost singlehandedly made the
telecast possible (see Landsberg pro-
file, page A8).

A few minutes before 8:30, Lands-
berg himself eager and anxious, stood
side stage as local dignitaries made a
few formal remarks in a warmup cere-
mony called “KTLA: A New Public Ser-
vant.”

At 8:30 the official broadcast began
in true Hollywood style. Billed as “the
Western Premiere of Commercial Tele-
vision,” the hour-long, Landsberg-pro-
duced show featured Cecil B. DeMille,
Bob Hope, Dorothy Lamour, William
Bendix, Jerry Colonna, Peter Lind
Hayes, Mike Douglas, Ann Rutherford
and the DeCastro Sisters, among oth-
ers.

Hope, a young radio comic, was the
m.c., making his TV debut. He deliv-
ered the opening lines: “This is KTLA,
formerly wW6XYZ television, Los Ange-
les, broadcasting on channel 5. Good

" TELEVL/ION PRODUCTION/ INC.

e WOXYZ

HOLLYWOOD
PHOKE HOLLY 241
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“We didn’t think it [television]
was going to last,” says Bob
Hope. “We just didn’t think it
was serious.” As for his stint

as m.c., “I couldn’t have been
nervous because I didn’t attach
any importance to the thing . . .
That was before I found out how
much money there was in it.”

WwWWW.americanradiohistorv.com

evening everyone.” Later in his script
he said, “This is Bob, first commercial
broadcast, Hope.” Nervous, he tripped
over the station call letters and fre-
quently turned to Landsberg for guid-
ance. At one point on air, Hope asked
Landsberg why “the red light” kept go-
ing on and off.

In a recent interview with TV/RADIO
AGE, Hope said he actually made a few
“appearances” on WéXYZ before 1947,
and he recalled filming with Bing Cros-
by on the Paramount lot adjacent to
wexXYZ. “Klaus Landsberg used to say
‘hey, come in and say a few words.’ Be-
cause we liked Klaus, we’d go over
there and say a few lines [for the cam-
eras]; then we’'d go back to Para-
mount.”

Hope said, at the time, he regarded
television as a short-lived plaything.
“We didn’t think it was going to last,
“he recalled.” We never went over
there on purpose. We just didn’t think
it was serious.”

So, of that first night when the sta-
tion went commercial, Hope quipped:

I couldn’t have been nervous because

I didn’t attach any importance to the
thing.” But then he added: “That was
before I found out how much money
there was in it.”

The Tv audience wasn’t much bigger
than the studio audience. Estimates
place the number of home TV sets in
the area at somewhere between 350-
500. A local Lincoln-Mercury dealer,
Tupman Motors, had paid $4,000 for
rights to sponsor the show. The broad-
cast signal was relayed from the studios
to a transmitter that Landsberg had
hand built 18 miles away at the top of
Mount Wilson.

Broadcast milestones

While the first commercial broadcast
was far from smooth, it would fore-
shadow an unparalleled track record in
programming excellence. The station
would establish broadcast milestones
in technology, live local programming
and, especially, in news.

Landsberg had come west in 1941
from DuMont Labs on the East Coast.
He had designed several electronic in-
ventions and helped Allen B. DuMont
set up TV station WABD in Manhattan
(later to become WNEW-TV). Para-
mount, a major DuMont stockholder
had just set up wexyz and sent for
Landsberg to take charge of the new
venture.

From 1941-1945, Landsberg and
Paramount used the station primarily
as a publicity tool to showcase Para-
mount talent. Stars from current and
past pictures would be seen mugging it
up for the cameras in front of Para-
mount’s front gate.

In addition, World War Il greatly

Television/Radio Age
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 39YEARS OF
COMEDY TRAGEDY,
DRAMA THRILLERS,
SPECTACLE AND
CLIFFHANGERS.

v BUT ENOUGH
ABOUT THE CUBS.

Sometimes, we're our own worst competition. Our strong sports reputation
overshadows our blockbuster movies, first run comedies, television classics
and syndicated specials. So while we're leading the league with our
spectacular sports coverage, its our combination of movies, entertain-
ment and news that puts us in a league by ourselves. Its how we've
ended up with 39 perfect seasons. WGN -TVCHICAGO

ATribune Broadcasting Station

WGN IS PROUD TO SALUTE KTLA ON ITS 40TH ANNIVERSARY OF BROADCASTING.
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slowed down program development. In
1942, the Defense Communications
Board declared a ban on all broadcast-
ing and construction of broadcast facil-
ities.

Before the ban that year, WeXYZ
would do the first telecast ever from
inside a motion picture studio, on the
set of Paramount’s This Gun For Hire,
which starred Alan Ladd and Veronica
Lake.

In 1943, weX YZ like many of the oth-
er 18 licensed experimental stations

around the country, telecast civil de-
fense training procedures put on by
volunteers. In between, Landsberg fea-
tured a few one- or two-person live tal-
ent acts, and a musical variety show
called Hits and Bits, hosted by former
character actor Dick Lane. Lane later
became one of the most popular per-
sonalities in local television.

The next year Landsberg premiered
a show called Embarrassing Moments,
featuring the outtakes from Para-
mount films. The show was an early

prototype of later TV “blooper” shows.

Next came a 1945 show, Interview of .

the Stars, a series of “promotional” in-
terviews with studio stars from Para-
mount’s main gate.

During 1946 Landsberg made sports
programming the station's backbone.
He telecast the Sheriff’'s Rodeo from
the Los Angeles Coliseum, then intro-
duced viewers to wrestling (with Gor-
geous George), boxing, basketball, auto
racing, horse racing, ice hockey and

(continued on page Al4)

Mike Stokey’s “Pantomime Quiz”
featured two teams of celebrities

guessing charades. It was an

instant hit, winning an Emmy and
later becoming a network show.

The teams settle in
i f i ¥

-
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capitals movie station,

To the movie
capitals jazziest station,
Happy 40th KTLA!!

ATRIBUNE BROADCASTING STATION
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Landsherg’s motto:
‘The impossible
takes a little longer’

H is motto was “the impossible takes

a little longer.” But Klaus Lands-
berg, the brilliant electronics scientist
who started KTLA, faced the “impos-
sible” often and just as often con-
quered it under deadline.

During his brief life, Landsberg
thought of television as his conquera-
ble impossibility. By the time he died
of cancer in 1956 at age 40, he had cre-
atively and electronically pioneered

. the medium to a point unmatched by

anyone before or since.
His original 13-page biography writ-

~ ten in 1952 by his first wife, journalist

Evelyn DeWolfe, is still distributed by
Paramount Studios and KTLA as the

" major source of information about him.

But there is much that has not been
written about both his life and accom-

. plishments.

Born in Berlin, in 1916, one of two
sons of an attorney and judge, he was
fascinated by radio as a child. By the
time he was nine he was building re-
ceivers in everything he could get his
hands on including matchboxes. At age
16, he amazed German scientists by
building the most advanced short wave
radio receiver of the time. At 18, he was
assistant to the director in one of the
world’s first TV labs and there designed
a cathode ray (picture) tube.

Landsberg later earned degrees in

electrical and communications engi-
neering from the Universities of
Prague and Berlin; then studied in
Holland and Czechoslovakia.

An accomplished athlete, he ap-
peared in several European movies as
an exhibition skier. Landsberg’s son
Cleve, 41, an L.A. producer who heads
his own company, says his father could
have competed in the 1936 Berlin
Olympics “but he refused to wear the
swastika.” Instead, Landsberg used his
electronic genius to help set up the his-
toric telecast of the Berlin Games.

Fled Nazi Germany

Other difficulties with the Hitler re-
gime later led Landsberg to flee Nazi
Germany for the United States. The
year following the Olympics, Lands-
berg developed many electronic inven-
tions but none as significant as a fore-
runner to a radar device that allowed
planes to make blind landings. When
Landsberg applied for a patent, Hitler,
realizing the importance of the device,
classified the information as a military
secret and ordered Landsberg to report
tothe Third Reich with the plans. Infu-
riated, the brash and determined
Landsberg bolted for Holland on his
way to the U.S.

Arriving in Philadelphia in 1938,
Landsberg, now 22, went to work as a
development engineer for Farnsworth
Television, then left work for NBC in
New York. His primary role at NBC
was to make the first public demon-
stration of television at the 1939 New
York World’s Fair technically ready.

It was also in 1939 that Landsberg
went to work for another industry pio-
neer, Allen B. DuMont. At DuMont
Labs, Landsberg designed “genlock,”
the automatic synchronizing circuits
that allow the simultaneous function-
ing of a system of cameras on the same
sync pulse. Landsberg then helped set
up WABD, DuMont’s New York sta-
tion, and assisted in producing some of
the station’s first programs.

The move to DuMont proved provi-
dential. Paramount Pictures was a ma-
jor stockholder in DuMont’s ventures
and, in 1941, studio executives invited
Landsberg to come west and launch ex-
perimental station (W6XYZ).

With the unrelenting zeal that had
become his trademark, and the parts
from two video cameras, Landsberg
boarded a train for Los Angeles. The
move would undeniably establish for
him a formidable place in the history of
American television. As a news report-
er at the time noted: ‘“Landsberg
trained west with Los Angeles televi-
sion on his lap.”

From the outset, Landsberg assumed
total charge of the station. He hand-
built its transmitter on Mount Wilson.
When he was not overseeing all the
technical operations, he was busy plan-
ning two other station basics—pro-
gramming and promotion. His genius
in these areas would bring him as much
fame as his engineering expertise.

Landsberg was at once general man-
ager, station manager, business manag-
er, program director, promotion direc-
tor, show producer, show director, news
supervisor, chief engineer and person-

A8
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FROM OUR SOUTHERN HILLS,

STONE MOUNTAIN-ATLANTA, GA

s

HOLLY WOOD HILLS,
HAPPY ANNIVERSARY KTLA!
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nel manager (he did a!/l the hiring).

Former colleagues say he was also
demanding, tireless, driven, dynamic,
determined, creative, a perfectionist,
and hot-tempered. A chain smoker,
Landsberg also downed countless cups
of cold coffee, the way he preferred it.

“He was very demanding,” says vet-
eran KTLA newsman Stan Chambers,
“but he knew what he wanted, and he
knew what he was doing. If Klaus said
it had to be done, it had to be done.”

Adds close friend, Johnny Polich:
“Television for him was 24 hours, seven
days a week; he slept little and drove
himself constantly.” Polich recalls fre-
quent trips with Landsberg to Mount
Wilson to work on the transmitter. “He
used to live, breathe and think televi-
sion.” Polich, hired by Landsberg in
1948, retired from the station eight
years ago as a remote supervisor.

“In the early days,” says Chambers,”
the transmitter had to be tuned by
hand, a very long and painstaking job.
Klaus would literally spend the whole
night at Mount Wilson with the engi-
neers; then early the next morning,
he’d be in the office handling adminis-
trative duties.”

In the afternoons, Landsberg would
be overseeing rehearsals for the stable
of well-known shows he’d developed.
At night, he’d be in the director’s chair.

In later years, a typical New Year’s
Eve would find Landsberg with two of
the station’s four remote cameras di-
recting the Spade Cooley Show from
the Santa Monica Ballroom; then he
would alternately switch to the Aragon
Ballroom nearby where the other two
cameras were set up for the Lawrence
Welk Show.

When Welk finished, all four cam-
eras were collected, and Landsberg,
with crew, headed for Pasadena and
the Rose Parade.

Still invented

In between, Landsberg worked on in-
ventions, developing the electronic
viewfinder for TV cameras, a high sen-
sitivity camera tube and a sophisticat-
ed mobile remote unit for beaming live
broadcasts. The mobile unit was used
as early as 1943 to televise specials like
the Sheriff’s Rodeo.

And all along, Landsberg was garner-
ing industry accolades. The Television
Broadcasters Association honored him
in 1944 for adaptation of motion pic-
ture techniques to television and again
in 1946 with its Gold Medal for Out-
standing Public Service Contribution
 to television. In 1945, the American
Television Society had given Lands-
berg its award for continued excellence
. in TV production.

Landsberg had established such are-

cord in programming and production,
that when the Federal Communica-
tions Commission started accepting
commercial license applications after
the war, Paramount reportedly headed
the list.

In December, 1946, a few days before
Christmas, the FCC officially issued a
commercial license to W6éXYZ and as-
signed the call letters KTLA (for Televi-
sion Los Angeles). After KLTA’s inau-
gural broadcast on January 22, 1947,
the station, under Landsberg, scored
triumph after triumph.

More than 40 shows

In the next few years, Landsberg
would create, produce, direct or in
some other way have a hand in the de-
velopment of more than 40 original TV
shows. He would again innovate proto-
type shows on L.A. television long be-
fore they were seen by national audi-
ences on network TV. These shows in-
cluded Lawrence Welk, Hopalong
Cassidy, Time for Beany, Pantomime
Quiz, and big band musical revues. One
of these, Bandstand Revue, went into
syndication as the forerunner to Your
Hit Parade.

Meantime, the ratings and the
awards continued to pile up for Lands-
berg and KTLA. In 1950, Paramount
made Landsberg a vice president. He
confided to his parents, who now lived
in L.A., that he felt he had “truly ar-
rived” in the industry. KTLA under
Landsberg had not only established it-
self as a major entertainment force in
the seven-station market, it had be-
come a major station for news, especial-
ly on-the-spot news coverage.

He believed strongly in television’s
potential to deliver breaking news. Ina
speech before the Writer’s Congress, he
said: “The most outstanding of the
contributions that television can be ex-
pected to make to further democracy

. will be its unique usefulness as a
means of public information.” Lands-
berg “thought news was the greatest
single most important thing that tele-
vision could put on,” says Polich.

By 1952, Landsberg was already
fighting a losing battle with cancer. On
occasion, over the next few years an
ambulance would bring him from the
hospital to produce or direct a show on
location. When the show was over the
ambulance would take him back. At
other times Landsberg would hold sta-
tion meetings in his hospital room.

Klaus Landsberg was never ready to
give up. The day before his death on
September 16, 1956, he called an asso-
ciate from his hospital bed to report
that he’d be on location the next day
for a live remote telecast several miles
away. 0

Television for
Landsberg, says
colleague Johnny
Polich, “was 24
hours, seven days

a week; he slept
little and drove
himself constantly.”
Adds veteran
newsman Stan
Chambers: “He was
very demanding, but
he knew what he
wanted, and he knew
what he was doing.
If Klaus said it had
to be done, it had to
be done.”

Photo at top of page A8 shows Lands-
berg at command post of wexyz re-
mote mobile unit.

Al0

wWww.americanradiohistorv.com

Television/Radio Age



www.americanradiohistory.com

F

HERE’S TO
40 YEARS
OF GOOD TASTE.

BTN =

LOS ANGELES \,

Ccetsty
TELECOMMUNICATIONS

A unit of Ceteds Teliensien

(©) 1987 Coco-Cola Telecommunicatians, Inc. All rights resarved.


www.americanradiohistory.com

Tracking the ‘firsts’

KTLA has a pioneering history of inno-
vation and achievement in news and
entertainment, chalking up an impres-
sive list of firsts in broadcasting. Here
are some of them:

1942—First telecast to take place in-
side a motion picture studio—the set of
This Gun For Hire with stars Alan
Ladd and Veronica Lake.
1946—First telecast of wrestling,
boxing, ice hockey, basketball and
roller skating (Roller Derby).
1947—First telecast of the Rose Pa-
rade.

1947—First TV station west of the
Mississippi to be commercially li-
censed by the FCC. Call letters
changed from WéXYZ to KTLA, operat-
ing on channel 5.

1947—First on-the-spot news cover-
age, explosion of an electroplating
plant on Pico Street in L.A.
1948—First West Coast station to
televise a President’s speech, (Harry S.
Truman).

1948—First telecast of a movie pre-
miere, Emperor Waltz, with stars Bing
Crosby and Joan Fontaine.
1949—First extended live on-the-
spot coverage, 27% continuous hours,
the Kathy Fiscus well tragedy in San
Marino.

1949—First live telecast from a ship,
the U.S.S. Valley Forge, Santa Monica
Bay.

1949—First regularly scheduled re-
mote program, City At Night.
1949—First kinescope syndication of
a program, Time for Beany.
1952—First live telecast of an atom
bomb blast from Yucca Flat in Nevada.

Roller Derby. Other shows included
Paramount newsreels, a comedy vari-
ety show, Shopping At Home, a civic
show, Your Town, featuring the L.A.
mayor, and Movietown Backstage, a
behind-the-scenes look at Paramount
productions and personalities.

The wrestling matches were presided
over by Dick Lane, whose snappy com-
mentary made it one of the most
watched shows of the time. Every time
Lane saw a new maneuver he'd give it a
name on the spot, and the names took
hold. Lane also hecome known for his
hilarious commercials for Central
Chevrolet. His trademark was to give
the car’s fender a hefty slap and howl
“Who-0-0-a Nelly!” Once Lane landed
an especially mean whop on the fender
to show how sound it was. Before live
cameras, the fender fell off. Without
missing a heat, the irrepressible Lane
looked straight into the camera and
yelled in surprise, “Who-0-0-a Nelly!”

In December, 1946, w6XYZ expand
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1952—First station to provide a live
feed to all three commercial TV net-

" works (atom bomb blast).

1952—First independent to cover a
major political convention, the Repub-
lican and Democratic conventions in
Chicago.

1955—First Los Angeles station to
originate color programs, starting with

~ the Rose Parade.

1958—First station to design and op-
erate an aerial remote unit, the “Tele-
copter.”

1969—First station to design and op-

: erate the only aerial remote unit with

color capability, the color “Jet Tele-

1 copter.”

1971—First independent to have cov-
erage transmitted on network TV to
Europe via satellite and on stations
throughout California (the Sylmar
earthquake).

* 1977—First independent to create its

own program development depart-
ment.

1978—First and only commercial TV
station to win an Academy Award, for
the documentary Scared Straight, pro-
duced by KTLA. Documentary also won
a national Emmy for Outstanding In-
formational Program and six local
Emmy Awards.

1979—First L.A. independent to win
eight local Emmy Awards in one year.
1983—First independent station in
the U.S. to use a full battery-powered
microwave minicam truck for live on-
the-spot news coverage.

- 1984—First independent station

newscast to be named “Best in Califor-

., nia” by UPIL.

1984—First L.A. station to broadcast
in stereo on a regular basis and simulta-

' neously in Spanish. i

ed its programming from two to six
nights a week.

Advertising rates were offered at
$100 per half hour based on a 13-week
contract and until the limit of 1,000
homes with TV sets was reached. New
York rates at that time were approxi-
mately $450 per half hour awaiting
5,000 sets in homes.

Shortly before it went on air as
KTLA, the station added a seventh
night of programming. And that Janu-
ary (1947) it added to its schedule the
first telecast of the Rose Parade in Pas-
adena, now a 40-year broadcast tradi-
tion with the station.

Power of the medium

On February 20, 1947, a month after
KTLA'$ inaugural broadcast, an elec-
troplating plant on East Pico Boule-
vard exploded in smoke and flames lev-
eling nearby buildings. Landsherg im-
mediately dispatched Dick Lane and a

mobile unit to the scene. Preempting
other programs, the station went live
with the coverage. It was the city’s first
exposure to breaking on-the-spot di-
saster news on TV. Landsberg not only
scooped every newspaper in town but
established television’s power to bring
news events instantaneously to view-
ers.

That power would be dramatically
demonstrated again on April 9, 1949,
during the Kathy Fiscus coverage. Just
41, years old, Kathy Fiscus had fallen
into an abandoned well near her San
Marino home the night before. Police

In February, 1947,
an electroplating
plant on East Pico
Boulevard exploded
in smoke and flames,
leveling nearby
buildings.
Preempting other
programs, the
station went live
with the coverage. It
was the city’s first
exposure to breaking
on-the-spot disaster
news on TV. It
established TV's
power to bring news
events instantly to
viewers.

and fire teams had worked in vain
through the night to rescue her. Lands-
berg began setting up a special relay
system to cover the event and called
reporter Stan Chambers who was em-
ceeing a luncheon at the Biltmore Ho-
tel. Chambers, now 63 and still a sta-
tion reporter, raced to the scene.
Kathy Fiscus had fallen into a 230-
foot pipe with an opening just large
enough for her to slide through. “They
tried to dig down next to the pipe but as
they got deeper, everything started to
cave in,” recalls Chambers. Workers
hrought in a larger pipe to begin build-
ing a parallel tunnel. “When we went

Television/Radio Age
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To KTLA, L.A's first station—
from KWGN, Denver’s first.
Congratulations on your first forty years!
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KTLA TURNS 40

The Kathy Fiscus coverage had
conuvincingly shown television’s
immense potential for emotionally
involuing the viewer.

Televising the rescue efforts
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If it’s true that
life begins at 40...

we pity your competition.

Congratulations, KTLA
on your 40th,
from your sister station
who’s just turned 39.

(),

NEW YORK
WPIX, Inc. - WPIX/INN/WPIX-FM/WICC
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on the air that was the operation that
was going on,” Chambers says.

The station stayed on the air for 271,
continuous hours—still a record for
continuous coverage. Chambers and
fellow reporter Bill Welsh filled the
time with reports of new equipment
coming in and interviews with officials
and the emerging “sandhogs”—men

“Time For Beany”

KTLA TURNS 40

lowered through the large pipe to dig
out dirt for the new tunnel.

Numerous volunteers and about
5,000 spectators who'd seen the early
reports on KTLA converged on the site.
Throughout the city, thousands of oth-
ers gathered in the homes of neighbors
with television sets or stood in front of
appliance store windows to watch the

rescue efforts.

Tragically, Kathy Fiscus was found
dead. Chambers recounting the story
several years later would write: .. .a
generation of people will always re-
member this little girl they never knew.
but would never forget.”

The Kathy Fiscus coverage had con-
vincingly shown television’s immense
potential for emotionally involving the
viewer. “It was the first experience
with the long form of television news,

In 1949, Landsberg introduced
“Cecil and Beany,” which later
was the basis for the kinescope
syndication of “Time For Beany.”

© 19%0 by Bob Clampert
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Spade Cooley and The Cooley Chicks
performed western swing numbers
for live audiences at the Santa
Monica ballroom, part of

Cooley and his gang -
!
1

Landsberg’s counterprogramming

against KTSL’s sports.

Television/Radio Age
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MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS

January 7-11
January 21-25

February 7-10

February 9-13

March 28-31
March 29-31
April 21-27

April 26-29

May 17-20

May 17-20

May 31-June 2
June 7-13
June 9-11

June 10-13

June 10-14

September 1-4

September 9-12

November 11-13

1987

INTV, Century Plaza, Los Angeles
December 22, 1986 Issue
NATPE International, New Orleans
January 19, 1987 Issue
Radio Advertising Bureau Managing Sales
Conference, Hyatt Regency, Atlanta
February 2, 1987 Issue
International Television, Film & Video
Programme Market, Monte Carlo
Television/Radio Age International, February Issue
National Association of Broadcasters, Dallas
March 30, 1987 Issue
Cabletelevision Advertising Bureau, New York
March 30, 1987 Issue
MIP-TV, Cannes
Television/Radio Age International, April Issue
Broadcast Financial Management Association,
Marriott Copley Place, Boston
April 27, 1987 Issue
CBS-TV Affiliates Meeting, Century Plaza, Los Angeles
May 11, 1987 Issue
National Cable Television Association Convention,
Las Vegas Convention Center
May 11, 1987 Issue
NBC-TV Affiliates Meeting, Century Plaza, Los Angeles
May 25, 1987 Issue
Banff Television Festival, Banff, Alberta, Canada
June 8, 1987 Issue
ABC-TV Affiliates Meeting, Century Plaza, Los Angeles
June 8, 1987 Issue
American Women in Radio and Television,
Beverly Hilton, Los Angeles
June 8, 1987 Issue
BPME Convention, Peachtree Plaza, Atlanta
June 8, 1987 Issue
RTNDA Conference, Orange County Civic Center,
Orlando, Florida
August 31, 1987 Issue
NAB Radio '87, Anaheim Convention Center
August 31, 1987 Issue
Television Bureau of Advertising Annual Meeting,
Atlanta Marriott
November 9, 1987 Issue

* Television/Radio Age will have coverage and bonus distribution at these meetings.

Television/Radio Age
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Welk

The first “Lawrence
Welk Show” aired
in May, 1951.
Although it became
part of the ABC
lineup in 1955, its
L.A. outlet
remained KTLA.

“TV Guide” award

 LAWRENCE WELK |
[ '
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& FAVORITE

I‘

KTLA FRIDAY 8PAM.

LOCALTYV



www.americanradiohistory.com

- Viacom's gallery of sfars salutes KTLA
- 0n 40 years of success.
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and it had tremendous impact,” says
Chambers.

In the intervening years, the audi-
ence for television had been rapidly
building. By the time of the Kathy Fis-
cus tragedy, there were an estimated
20,000 television sets in area homes,
spurred in part by returning G.Ls set-
tling down with new brides, the post-
war baby boom and couples moving to
the suburbs.

The Kathy Fiscus story also led to
Chambers meeting his wife, Beverly, to
whom he has now been married for 38
years. Beverly, her parents, sister and
brother-in-law were watching the tele-
vised rescue attempt in the parents’

In 1948, KTLA became the first station

on the West Coast to broadcast a
President’s speech, Harry S. Truman
appearing before the L.A. Press Club;

the first station to telecast a movie
premiere, “Emperor Waltz” with Bing
Crosby and Joan Fontaine; and the first
station to show Hopalong Cassidy movies.

Oxnard home and were greatly im-
pressed with Chambers’ reporting. The
sister said she knew Chambers and had
seen him just a few weeks before. She
arranged for Beverly and Chambers to
meet and the couple married five weeks
later. They have 11 children and nine
grandchildren.

Baseball rights

Meanwhile, Landsberg had actively
continued introducing and/or produc-
ing entertainment fare. The station in
1947 obtained the broadcast rights to
the Los Angeles Angels baseball games

UTAH
SCIENTIFIC

puotulst®?
KTLA-T VvV

40&

Utah Scientific is proud to
have supplied KTLA with
routing switchers.

UTAH

u‘g SCIENTIFIC

DYNATECH Bropdcast Group

1685 West 2200 South
Salt Lake City. Utah 84119

b———-—-—d

The year also saw competition coming
from KTSL, channel 2 (now KCBS-TV).

in the old Pacific Coast League, and
later that year added Mike Stokey’s
Pantomime Quiz to its lineup. The
show featured two teams of celebrities
guessing charades and was an instant
hit. Pantomime Quiz won an Emmy in
the first Emmy Awards ceremony and
was later viewed by national audiences
in network summer scheduling, then
broadcast as a regular season network
show.

In 1948, KTLA became the first sta-
tion on the West Coast to broadcast a
President’s speech, Harry S. Truman
appearing before the L.A. Press Club;
the first station to telecast a movie pre-
miere, Emperor Waltz with Bing Cros-
by and Joan Fontaine; and the first sta-
tion to show Hopalong Cassidy movies.
Actor Bill Boyd wisely had bought his
own films for TV release. Noted an L.A.
writer some years later: “When the
[Hopalong Cassidy] craze began, NBC
would have Hoppy nationally but
KTLA had him locked up in L.A. for
some time to come.”

The year also saw competition com-
ing from KTSL, channel 2 (now KCBS-
Tv). Commercially licensed just 14
months after KTLA, KTSL was going
heavily with sports. As a result, Lands-
berg cut his sports programming time

' and filled it with big band musical

shows. The counterprogramming
worked, and Landsberg introduced
Spade Cooley followed later by the all-
girl orchestra “The Cooley Chicks.”
They performed western swing num-
bers for live audiences at the Santa
Monica Ballroom. A frequent guest on
the show was Lawrence Welk, while
Dick Lane did the commercials, bang-
ing the fenders for the car dealer. An-

other sponsor was the Lima Bean Advi-

sory Board, and the account executive
who showed up on Saturday nights to
monitor the commercials was Bob Hal-
demann, President Nixon’s chief of
staff during Waltergate.

Harry Owens and His Royal Hawai-
ians and Bandstand Revue, both pro-
duced and directed by Landsberg,
would premiere from the Aragon Ball-
room in Santa Monica within a year. A
sensational blonde bandleader named
Ina Ray Hutton was such a hit as
Owens’ summer replacement, that she
was scheduled in during the regular
season. Marilyn Monroe made her TV
debut in an improvisational comedy
show called Yer Ole Buddy and got
paid $10 for the bit.

In 1949, Landsberg introduced Ceci!
and Beany with Daws Butler and Stan
Freberg. It later was the basis for kine-
scope syndication of the program,
Time For Beany. Landsberg then cre-
ated, produced and directed City At
Night, the first regularly scheduled re-
mote program from various locations
throughout Los Angeles. When the

Changing hands

In 1964, singing cowboy star Gene
Autry and his Golden West Broadcast-
ing Co. bought KTLA, laying out $12
million to Paramount for the facilities
and reportedly another $6 million for
the land.

Autry sold KTLA in 1983 in a $245
million deal that included Golden West
Productions, Golden West Subscrip-
tion TV and Golden West Videotape, a
studio leasing division. Anthony Cas-
sara, former president of Autry’s Gold-
en West TV division, became president
and CEO of the TV unit for Kohlberg
Kravis Roberts, the investment firm
that bought KTLA. Two years later in
1985, KKR made broadcast. financial
history by selling KTLA to the Ghicago-
based Tribune Co. for a record$510
million cash, the most ever paid for a
broadcast station. Autry, though still
owns the land on which KTLA facxl\tles
stand.

A24
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Emmy Awards ceremony premiered
that year, KTLLA won for outstanding
overall achievement, most popular TV
show (P’antomime Quiz), and most
outstanding TV personality, ventrilo-
quist Shirley Dinsdale with her dummy
sidekick, Judy Splinters.

The Hooperatings that year put
KTLA first with 26 of the top 30 shows
and a 14.3 share of the primetime audi-
ence. At the end of 1950, KTLA had four

Korla Pandit, a mysterious

of the top six shows and eight of the top
15 programs. In 1951 KTLA grabbed the
lion’s share of the market with 22 of the
top 27 shows in the Tele-Que ratings.

Syndication foresight
Landsberg, realizing that the West

Coast stood alone in program develop-
ment because of the lack of transconti-:

|

nental cable, shrewdly set up kinescope
recorders at the studio to syndicate
KTLA shows. It was also in anticipation
of a national distribution of the shows
through a planned Paramount network
of the stations.

In addition to KTLA, Paramount
owned a second station in Chicago and
reportedly still held 29 per cent of the
capital stock in DuMont’s ventures on
the East Coast. In 1950, Paramount
created a separate division Paramouiit
Television Productions Inc. with

musical mime from New Delhu,
became a sensation throughout
Southern California.

Pandit

www.americanradiohistorv.com
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KTLA TURNS 40

Landsberg as vice president.

That Paramount would someday
have a major network “was a dream” of
Landsberg’s, says Johnny Polich, a
close friend and associate. Polich, a for-
mer pro hockey player for the New
York Rangers, was hired by Landsberg
in 1948 and retired in 1979 as the sta-

tion’s remote supervisor.

The dream would not become reali-
ty, but Landsberg plunged ahead with
kinescope syndications. Continuing
the big band programming trend that
he started in the late '40s, he presented
Lawrence Welk in his own show for the
first time on TV. The first show aired

The success of Spade Cooley
spawned other musical shows,
such as one featuring Harry
Owens and His Royal Hawaiians
and Bandstand Revue

Owens and troupe

% v
N
55 »
) L
‘kﬁwvv.ameﬂc

live from the Aragon Ballroom in May,
1951. In 1955, when it became part of
the ABC network lineup, the show con-
tinued to air on independent KTLA in-
stead of the ABC-owned stationin L.A.
Landsberg produced and directed a
musical ice revue series, Frosty Frolics,
the first show of its kind on Tv. Hockey
players and retired ice show stars skate
danced in colorful costumes amidst
elaborate sets and props readily avail-
able from Paramount’s warehouses.
Stan Chambers hosted the show, that
brought the Ice Follies and Ice Capades
to television for the first time. In fall,
1951, the show had coast-to-coast dis-
tribution through Paramount’s Video
Transcription Service transmitted via
a microwave network relay system.
Korla Pandit, a mysterious musical



www.americanradiohistory.com

Although KTLA’s
original thrust into
programming was
dictated by
necessity, the
station continued to
turn out locally
produced shows.
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Awards, awards

KTLA’s 40-year history is distin-
guished by numerous major awards
from within and outside the industry.
Heading the list is a prestigious Acade-
my Award—the station is the only one
in the country to ever receive the Oscar.
The honor was bestowed for the KTLA
produced documentary ‘‘Scared
Straight” in 1978.

Among other awards:
1986—Golden Mike Awards (best
news 60-minute broadcast, best live
coverage, best sports).
1985—Emmy Awards (best public af-
fairs special, best live coverage of an
unscheduled news event); Golden
Mikes (best 60-minute news broadcast,
best live coverage of a breaking story,
best sports segment).
1984—National Educational Associ-
ation Award for Advancement of
Learning through Broadcasting.
1983—Golden Mikes (best news, best
feature reporting); UPI Award (best
newscast); AP Awards (best live cover-
age, best investigative reporting, best
news commentary; Los Angeles Press
Club (first place for feature camera
coverage, certificates of excellence for
best news broadcast and spot news cov-
erage); World Hunger Media Award;
International Film & TV Festival of
New York (Silver and Bronze Awards);

mime from New Delhi made his TV de-
but around this time and became a sen-
sation throughout Southern California.
Pandit never spoke but allegedly re-
layed all this thoughts through the
. Hammond organ he played. The tur-
ban-wrapped maestro, through his
“mystic musical moods of the mysteri-
ous East,” once had said that music
alone could convey any thought or
emotion, rising above the spoken or
written word. The show was so popular
that TV Guide singled it out for its
Best Show Award.

These and dozens of other programs
created and launched by Landsberg
were all big hits. But his instincts
weren’t always on target. He once
turned down a young showman named
Liberace because he didn’t think he’d
make it.

Landsberg also became the origina-
tor of the long-term contract in TV,
When Spade Cooley threatened to
quit, he was signed to a seven-year pact
that gave Paramount all syndication
rights to the show. This was years be-
fore NBC signed the first long-term
deal with a performer—a 30-year con-
tract with comedian Milton Berle.

Landsberg’s biggest moment in TV

Broadcast Media Award.
1982—Golden Mikes (best spot news,
best video of a single story, best news
video tape editing of a single story); AP
Award (best news video tape, certifi-
cates of excellence and merit for news
commentary, spot news); UPI Award
(best editorial); Los Angeles Press Club
(best spot news, best spot news camera
coverage, best feature camera coverage,
certificate of excellence for sports cam-
era coverage).

1981—Golden Mikes (best original
news commentary or news analysis,
best news video tape of a single story);
eight Emmy Awards (first L.A. inde-
pendent station to win eight Emmy
Awards in one year).
1978—Academy Award (Scared
Straight); national Emmy (Outstand-

ing Informational Program—Scared,

Straight); six Emmy Awards (Scared
Straight).

1968—Golden Mike (best spot
news—Sen. Robert Kennedy assassi-
nation).

1966—George Foster Peabody Award
(the Watts riots).

Between 1944 and 1965, KTLA and
Klaus Landsberg (earlier) won more
than 100 major awards including the
Daily Variety Special Award, and the
majority of local Emmy Awards pre-

sented from 1948 (the first year of the,

awards) to 1952. o]

history came on April 22, 1952, when he
brought live to the nation the first tele-
vised atomic bomb blast. The prelimi-
naries to the telecast as well as the tele-
cast itself were as anxiety ridden and
suspenseful as any movie scene from a
Hollywood drama.

On March 28, the Atomic Energy
Commission said the media could cover
an atom bomb blast to be exploded
three weeks later in the Nevada desert.
An AEC official telephone-confer-
enced network reps and Landsberg.
The AEC knew that 14 months earlier
Landsberg in the pre-dawn hours with
his cameras atop Mount Wilson, had
televised a previous blast from the de-
sert. Though all that could be seen was
a bursting shock of light, an estimated
30,000 L.A. viewers got up to see it.

The networks agreed that Landsberg
should be the project’s technical direc-
tor and coordinate the relay system
and costs with Bell Telephone. A week
later, the phone company said the 275-
mile microwave relay system through
the extremes of snow covered moun-
tains and sizzling desert heat would
take at least six to eight months to com-
plete and would cost $60,000 to
$70,000. Several expert TV engineers

| from the East Coast agreed.

The cost was a problem. The AEC
was not sponsoring any of the air time
and had forbidden commercial time to
be sold for the blast. The networks
balked. There were no TV stations in
Nevada, and the enormous technical
difficulties and staggering costs to tie
into transcontinental phone lines were
prohibitive.

Landsberg was not convinced. Rally-
ing station heads he told them that
with help from their technical crews, he
believed he could create the relay sys-
tem on time at a cost of $40,000. If he
failed, KTLA would foot the entire bill. |
There were 10 days left and no one but

The atomic blast

went off as
scheduled and,
unknown to
Landsberg at the
time, his distant
cameras had
captured it from
the beginning. By
the time the
mushroom cloud
formed, the News
Nob cameras were

sending the picture
through to L.A.

'Loyalty factor

Of the station’s 225 employees, eight
have been with the station 35 years or
more including the longest continuing
employee, cameraman Jim Cassin, a
fixture for 40 years since January, 1947.
Cassin is closely followed by Stan
Chambers who began in December,
1947. Next year, 90 employees will have
put in a minimum of 10 years at the
station.

“This is the wayylt should be,” says
Steve Bell. “In a business that’s known
for its turnovers and. its ruthlessness
and in an era when the/network cut
back 1,000 people without even blink-
ing an eyelash, where continuity is a
dirty word, the number of our continu-
ing people is a wonderful and gratlfymg
thing to see.’

A30
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Landsberg’s biggest moment came
on April 22, 1952—first live
telecast of an atomic bomb blast.

Line-of-site relay system from News Nob
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Bill Boyd as Hopalong Cassidy

When the Hopalong Cassidy craze
hit, NBC had Hoppy nationally, but
KTLA had him locked up in L.A.
Actor Bill Boyd wisely had bought
his own films for television

release.

The ‘dark days’

KTLA was not always on top. In the
early "70s, the station’s audience hit
rock bottom. It was the dark days.”
savs Steve Bell, the station's current
senior vice president and gerieral man-
ager

During the slump, Bell was a pro-
gramming vice president for Petry
Television, KTLA's rep. “We used to
say that KTLA was ‘the eighth station
in a seven-station market,”” he recalls.
“This was a patient on the operating
table, so far down it needed all the help
it could get.”

Gene Autry brought in former CBS
president John Reynolds as general
manager. Reynolds, in turn, recruited
Richard Frank as national sales man-
ager, Anthony Cassars as general/sales
manager, Evan Thoinpson as business
manager and Mike Eigner in a sales
capacity. (Frank is now president of
Walt Disney Studios; Thompson is now
president of United Television; and
Eigner is KTLA vice president and sta-
tion manager). Together with Bell,
they began to pull the station back on
the road to success.

One of the most important programs
in sparking the recovery was the KTLA-
produced Bowling For Dollars. *It was
the kind of show that KTLA has been
identified with,” Bell says. It was, “a
live local identification where someone
from West Covina could get up and say
hello to his bowling team on the air.”
Bowling For Dollars aired at 7 p.m. and
was Number 1 in the market for five
years.

The powerful station-produced doc-
umentary Scared Straight aired in
1978. Tough, brutal talking ex-cons
forcefully described to juvenile delin-
quents the bitter realities of prison life.
Produced by Arnold Shapiro, the show
won for KTLA the only Oscar ever
awarded to a commercial television sta-
tion, a national Emmy and six local
Emmy awards.

Bell joined KTLA as senior vice presi-
dent and general manager in 1982.
From 1975-1981 he was vice president
and general manager of WLVI-TV in
Boston.
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Paramount believed they had anything
to lose.

Racing against the clock, Landsberg
and his crews worked day and night.
Tireless, Landsberg made the drive be-
tween L.A. to the Yucca Flat proving
ground daily, existing on two to three
hours sleep, or none at all. Two relay
points were 140 miles apart (the long-
est distance for a single relay ever at-
tempted); another point was atop a
6,000-foot mountain peak, accessible
only by helicopter. Landsberg arranged
with the Marines to chopper 12,000
pounds of equipment, supplies and
men to the peak to install the micro-
wave dish. The eight-foot dish was too
large for the giant Sikorsky and had to
be tied to the side of craft with a rope.

Other problems plagued the efforts.
An undiscovered ridge was blotting out
two lines of sight relays. And three days
before the blast, a raging snowstorm
and violent sandstorm with three hours
of each other swept over the area, wip-
ing out the entire system. Landsberg
persisted and miraculously overcame
the problems. The day before the blast
a‘“‘test” relayed a clear undistorted pic-

KTLA 40th Anniversary

ture to KTLA from News Nob, the site
observation point. News Nob was 11
miles from the blast site.

But the most suspenseful moment
was yet to come. The day of “Operation
Big Shot,” Landsberg was successfully
feeding pictures through to KTLA from
the site starting about 8:45 a.m. The
blast was scheduled for 9:30. As a back-
up, Landsberg had stationed cameras
atop Mt. Charleston, 40 miles away.

' But 15 minutes before the explosion,

AEC power failed, knocking out the
cameras on News Nob. Landsberg and
his cameras 40 miles off were out of
communication.

“A whole generator went out because
it overheated,” recalls Polich who was
on the scene. “Klaus couldn’t believe it,
he started screaming ‘Who turned off
the generator?!”” Walter Cronkite was
one of the network pool newsmen tak-
ing cues over a headset from Lands-
berg, the pool director. “Klaus was
screaming so, that Cronkite took off his
headset, handed it to an assistant and
said ‘You just tell me what Klaus wants
me to do.” ” Landsberg, Polich and oth-
ers frantically began pouring water

Landsberg became the
originator of the long-term TV
contract. When Spade Cooley
threatened to quit, he was
signed to a seven-year pact
with Paramount having all
syndication rights.

from a nearby supply truck on the gen-
erator as a possible solution. The blast
went off as scheduled and, unknown to
Landsberg at the time, his distant cam-
eras had captured it from the begin-
ning. By the time the mushroom cloud
formed within seconds of the blast,
Landsberg’s News Nob cameras were
sending the picture through to L.A.
where the networks picked up the feed
and telecast the historic blast to the
nation.

Three months later in July, KTLA
became the first indie to cover a major
political convention—the Republican
and Democratic conventions within
three weeks of each other direct from
Chicago. Landsberg’s son Cleve, re-
members that same year, as a six-year-
old, speeding in a car with his father to
Tehachapi where an earthquake nearly
devastated the town.

On September 16, 1956, Landsberg,
wracked with cancer for several years,
died inan L.A. hospital at age 40. Near-
ly two decades of his life had been de-
voted to making unforgettable inroads
in the electronic and creative develop-
ment of television. =]

Walter Cronkite, one of the
network pool newsmen at the
atom blast site, was
apparently so unnerved by
Landsberg’s screaming that
he removed his headphones
and said to an assistant:
‘You just tell me what Klaus
wants me to do.’

www.americanradiohistorv.com
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KTLA TURNS 40 "

Programming is mix of hours, sitcoms, strong movies

Diversity key to current success

Scott Baio of
“Charles in Charge”

| prime access.

A34

Danny Thomas of “One Big Family”

This past fall, KTLA
became the first major
market independent to
' program a first-run

- comedy checkerboard in

Diversity is the key to KTLA’s pro-

gramming success, now as in the
past. Adult shows such as Little House
on the Prairie, Love Boat and Mag-
num, P.I. in the afternoons; first-run
sitcoms in prime access, movies and
news in primetime. Says senior vice
president and general manager Steve
Bell: “Everyone in the country has one
or the other of these elements, but very
few indies have been able to combine
them. It gives us tremendous strength
because if one time period goes down,
as has happened, we have the other to
fall back on. Plus, we have great movies
on weekends just like everyone else,
too, but we also have sports which is
another plus.”

This past fall, KTLA became the first
major market independent to program
a first-run comedy checkerboard in
prime access. Bell credits new Tribune
ownership for making that possible.
“We could never put on a successful
checkerboard without Tribune. Three
of the five shows we’re running in
checkerboard are Tribune co-produc-
tions. Those shows are Charles In
Charge (with MCA TV), One Big Fam-
ilv (with Lorimar-Telepictures) and
What A Country (with Viacom). An-
other Trib co-production, Bustin’
Loose (MCA) will be slotted in next
fall.

Movies have been a major station
staple since the 1950s. KTLA takes ad-
vantages of its’ L.A./Hollywood locale
to heavily promote the celluloid offer-
ings. Other stations, of course, show
movies, but one difference is that KTLA
runs movies from the 1930s through to
the present built around thematic
weeks.

“What a Country!”’

And KTLA uses the history of the
movie business as a resource. Bette Da-
vis once hosted five nights of her own
movies from the studio. Adds Bell:
“We’ve done MGM Musical weeks,
Busby Berkley and Preston Sturgis
weeks. I’'m not saying this would go in
many cities but in L.A. where there’s a
tremendous movie audience, plus the
industry on top of it. We've been able
to get away with the most esoteric of
weeks and get numbers for it.” Six
years ago, KTLA put in only two com-
mercial interruptions during prime-
time movies, a move copied by indies
across the country.

Sports also carries numbers. The sta-

Jimmy Walker of
“Bustin’ Loose"” (fall '87)
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‘““In a business like we have today,
being a standalone station is not
a very easy role to play.... Being
a part of Tribune means a major
advantage we never had.”

Steve Bell, senior vice president and general manager

Television/Radio Age
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CONGRATULATIONS TO

KTLA
ON 40 WONDERFUL YEARS
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Host Geraldo Rivera

“Mystery of Al
Capone’s Vaults”
set a station
record with a

46 rating and

61 share.

MULLER MEDIA, INC. would
like to congratulate all our friends at
KTLA on their 40th Anniversary. We
wish you continued success under the
helm of Steve Bell and Company.

Best Wishes,

MMI

MULLER MEDIA, INC.

A38
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tion has run California Angels major
league baseball for 25 years and just
signed for the broadcast rights for five
more years. Another KTLA sports fran-
chise is the L.A. Clippers NBA basket-
ball team.

Traditional special events also gar-
ner big numbers. For example, the tele-
cast of the Rose Parade has consistent-
ly beat everyone in the market, indies
and affiliates, averaging a 45 share. The
Hollywood Christmas Parade does
nearly as well.

“A lot of people grew up with this
station and for those who didn’t, it real-
ly is a very practical station; it really
does program for everybody,” says Mi-
chael Eigner, vice president and station
manager. Eigner is former general sales
manager and national sales manager
and also worked for Petry Television in
the "70s. *“We don’t try to copy, we try
to be first. And if we see somebody try-
ing to copy us, it’s almost time to say to
ourselves, ‘Let’s do something else.””
Two years ago, for example, KTLA be-
came the first L.A. station to broadcast
in stereo on a regular basis and to si-
mulcast in Spanish.

With four VHF indies, more competi-
tion exists among the independents in
L.A. than in any other market in the
country. KTLA leads the indies in rat-
ings but, as has been pointed out, it
wasn’'t always that way. Bell believes
the independent stations, however,
need to stop fighting among them-

Television/Radio Age
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KTLA.
40YEARS
AND NEVER
A DAY OFF—
OR AN OFF DAY.

Congratulations to KTLA for 40 years
of outstanding service
to the Los Angeles community.

me
© 19RT MCA T, Al rights resesved
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Hour ‘adult’ shows
in the afternoon
lead into KTLA’'s
sitcom offerings

in access, part

of the diversity
station feels is
core of its

success.

“Magnum” “Love Boat”

A40
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Congratulations
Steve, Mike and Lisa!

We're Happy
To Be A Member
- Of KTLA-TV's
Checkerboard Family

In Your 40th
Season...

“One Big Family”

~isa Witt/Thomas Productic NIV U\
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Eigner

selves. “There’s much too much com-
petitive squabbling among the indies.
I've always felt this way—when KTLA
has been leading the pack by a mile and
the times when we haven’t. There’s an
awful lot of warfare going on in the
trenches that I'd really like to see di-
minish.”

The indies are not the major enemy,
Bell says. “The big adversaries for all of
us are the networks and the affiliates.”
The indies “are the growing segment of
the market. The networks and the affil-
iates are the ones who are declining at
our expense,” he maintains.

Just the same, KTLA is the Number 1
indie in L.A. in terms of billings with
1986 revenues estimated at over $100
million. Bell says it is also the Number
1 indie in the market in profitability
and the Number 2 most profitable sta-
tion overall in the market.

Tribune’s impact

Both Bell and Eigner agree.that Tri-

bune ownership has been beneficial.
Describing Tribune management style
as “democratic,” Bell says that Tri-
hune Entertainment doesn’t insist on
their group-owned stations carrying
any Tribune syndicated programs un-
less the stations want them, a practice,
which eliminates the phenomenon of a

ming and forcing the stations to go
against their wishes to take that pro-
gramming. It’s very common in the
business,” Bell says.

He points to the Geraldo Rivera spe-
cial that aired last year on the Mystery
of Al Capone’s Vaults as an example.
“Everybody [the Tribune stations)
wanted the show, got excited about it
and promoted it tremendously. I think
Jim Dowdle’s [Tribune president] idea
is that if the stations get behind a pro-
ject and they’re enthusiastic about it,
they can accomplish anything.” (See
separate story on Dowdle, page A44)

The Capone program was Number 1
in time slots across the country includ-
ing KTLA where the station garnered
the highest ratings in its history, a
whopping 46 rating and 61 share.

Tribune ownership “means having

the opportunity to explore news pro-
jects,” says Eigner. A second Rivera
special on drug abuse aired in the fall.
“We’re not resting on our laurels; we’re
in a mode right now of trying to stay
ahead of the markeiplace; trying to be
different,” says Eigner. “Right now it’s
first-run sitcoms; it’s successful action
hours.

Escalating costs

“The cost of product has escalated so

“We don’t try to
copy,”’ says

v.p. and station
manager Michael
Eigner. “If we see
somebody trying
to copy us, it’s
almost time to do
something else.”

avenues to find programming. Devel-
oping new product is what it’s about,
whether it’s producing our own shows
or with the Tribune Co. or with some-
body else—whichever way makes
sense, we’'ll be there. The marketplace
has to sort itself out, and we’ve got to
find a niche in it.”

Adds Bell: “We’ve been a standalone
station for most of our 40 years. And in
amarket like Los Angeles and in a busi-
ness like we have today, being a standa-
lone station is not a very easy role to
play. The first-run programming that’s
produced today is basically by the
groups, and not being a part of a group
put us at a tremendous disadvantage.
So being a part of the Tribune means a

‘major advantage that we never had.

We’re very excited about the opportu-
nity that the Trib group presents to all
of us.”

Dream come true

Bell is enjoying a halcyon period
these days anyway. As a Petry Televi-
sion exec he used to make several trips
to L.A. to meet with John Reynolds in
the large, mahogany-panelled office
that is now Bell’s. “Of all the stations I
consulted with [at Petry] I wanted to
work for KTLA. One day work for it,
yes, but general manager? I'm living a

group syndicator producing program- high that we all have to look for other fantasy.” o
=l .
A42 Television/Radio Age
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Gary Gannaway
Chairman & CEO

Deaﬁ@&é M"ée/)

Congratulations to you and KTLA on celebrating
40 years of programming leadership. Yours is a
tradition of excellence. We thank you for allowing
us to be a part of that tradition.

As the flagship station for “The Best of the
National Geographic Specials” your support and
guidance helped make the series a reality for

stations nationwide.

Thanks for supporting us from the start. Happy
40th to all the KTLA family!

Best wishes,

’ A Division of Gannaway Enterprises, Incorporated
5743 Corsa Avenue » Suite 210 - Westlake Village, California 91362 + (848) 706-6341

www americanradiohistorvy com
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- KTLA purchase was essential tb Tribune’s overall strategy

]

et

ribune Broadcasting surprised

many industry observers when it
announced an agreement in May, 1985,
to buy KTLA for the astounding sum of
$510 million.

The deal closed in November, 1985,
and since then, station prices have as-
cended—and sunk—dramatically, but
virtually everyone seems agreed that
Tribune made a good deal in purchas-
ing the successful Los Angeles indie.

Jim Dowdle, president and CEO of
Tribune Broadcasting, puts the pur-
chase, and KTLA’s relationship to Tri-
bune’s long-term planning, into per-
spective. The parent company already
owned stations in New York, Denver,
Chicago, Atlanta and New Orleans
when it moved into the coveted Los
Angeles market, a move Dowdle terms
“essential” to its overall strategy.

“Basically, because we already had
stations in New York and Chicago, the
importance of the third leg of the stool
in Los Angeles, was necessary, we felt,
if we were going to become a major
force in the broadcasting business.

“With the history and tradition of
wPIX’s WGN-TV’s
Leavitt Pope

®

A44

Joseph Loughlin

KTLA as one of the best stations in Los
Angeles,” he continues, “along with its
having what we considered to be very
good management, we were not just
getting into the market, we were get-
ting one of the very best independents
in the country. And 16 months later, I
think we’ve been proven right.”

Dowdle says the success of KTLA at
checkerboarding, led by Steve Bell’s
overall strategy, is an example of the
qualities he admired in the station’s
management. “Steve and his people are
very good at promotion, and that’s
what’s necessary in order to make
checkerboarding work.

“Look,” he says, “a station is a sta-
tion. Tradition is tradition. But people
are so important, and at KTLA, they all
work together as a team, like a well-
oiled machine. In its first year, KTLA
achieved what we had anticipated
when we bought it.” |

Dowdle says that, unlike the Fox
Broadcasting Co., which is attempting
to forge a so-called “fourth network,”
the Tribune group is “trying to serve
local communities and to provide pro-

KWGN-TV's WGNX’s

John Suder

Herman Ramsey

‘‘Basically, because
we already had
stations in New York
and Chicago, the
importance of the
third leg of the stool
was necessary if we
were going to become
a major force...”

Jim Dowdle, president, Tribune Broadcasting

gramming as reasonably as we can—
that’s why we’re involved in so many
co-productions with different partners.

“Fox is attempting to be a fourth
network. We’re independent sta-
tions—that’s how we got where we are,
and that’s how we’re staying.”

He hastens to point out, however,
that this does not detract from the nat-
ural synergy between Tribune’s pro-
ductions and the stations they not-so-
coincidentally happen to own.

Current programming includes co-
productions with MCA TV on Bustin’

Loose and Charles In Charge, with

Lorimar-Telepictures on One Big *
Family and with Viacom on What A -

Country!
Asked if he foresees a situation in
which KTLA could ever overtake the

network affiliates in the lucrative .
Southern California market, Dowdle |

says: “I think it [KTLA] is going to con-
tinue to be a very strong independent

... as you look out into the future, the -

last two or three years have taught us
never to say never.”—Paul Wilner 0O

WGNO-TV’s
Dennis FitzSimons

WWW.americanradiohistorv.com
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THE '87
GOLDEN ROSE OF MONTREUX

27th EDITION
MONTREUX, SWITZERLAND
MAY 9-16, 1987

International Festival for Light-Entertainment Television Programs

Organized by the Swiss Broadcasting
Comporation and the City of Montreux
under the patronage of the
European Broadcasting
Union (EBU)

AN INTERNATIONAL COMPETITION
Open to entries from national broadcasters and
from independent producers/distributors. Prizes
awarded by an international jury of television
executives and by an international press jury.

THE INTERNATIONAL VIDEOKIOSK
Extensive viewing facilities where participating programmers,
producers, and distributors can watch on request a wide

seléction of entertainment programming from around the world.

CONFERENCE SESSIONS

Daily sessions which examine international programming trends The Golden Rose of Montreux

as well as the new broadcasting opportunities in Europe. The panels is the 1deal meeting place for tv,
are held immediately after the competition viewing sessions and cable, and video professionals
feature top international industry figures. interested in light entertainment,
DAILY PRESENTATION OF TOP-RATED ENTERTAINMENT PROGRAMS and for professierals of the

entertainment industry with an
interest in tv or video. The Festival
provides an excellent opportunity

The opportunity to see which programs are attracting the widest
viewerships in vanous countries.

GOLDEN ROSE ROCK TV SPECIAL AND AWARDS CEREMONY for programming, production,

As in the previous 3 years, the Golden Rose will host the production and scheduling executives to view
of a multi-night rock TV special, featuring the top international artists. the latest in comedy, music

The winning Festival programs will receive prizes during a special and variety programming on a
awards ceremony. worldwide basis.

2ND INTERNATIONAL MUSIC AND MEDIA CONFERENCE

A high level international conference and meeting place for everyone
involved in the production, distribution, and programming of music.

JEAN-LUC BALMER BARBARA STEINHAUER JOHN E. NATHAN
Secretary General of the Festival International Competition North Amencan
For information regarding participation and EVA RENK VERENA MICHEL Representative
entries, as well as hotel packages and Independent Producers Competition Videokiosk 509 Madison Avenue
special air-fares, contact: Television Suisse Romande Swiss Broadcasting Corp. Suite 1810
CP. 234 Giacomettistrasse 1-3 New York. NY 10022
1211 Geneva 8 (Switzerland) 3000 Bern 15 (Switzerland) Tel: (212) 223-0044
Tel: (22) 29.33.33 Telex: 427701 Tel: (31) 43.91.11 Telex: 911534 Telex: 235309 (OVMU)

www americanradiohistorv com
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SRO
celebration

t was a packed house for the recep-
tion and evening honoring KTLA’s

10th anniversary earlier this month, in
an event held in conjunction with the
Museum of Broadcasting’s series also
honoring L.A. Law and Moonlighting.
The KTLA evening, hosted by Steve
Allen, subbing for Dinah Shore, was
attended by Korla Pandit, ’50s star of
Musical Adventures With Korla Pan-
dit, American Indian actor Iron Eyes
Cody, former KTLA newsman Tom
Snyder, KTLA reporter Stan Cham-
bers and anchor Hal Fishman, Tom
Hatten, host of KTLA’s Popeye and
Friends and Cleve Landsberg, son of
station founder Klaus Landsberg.

The audience got to see the pre-
miere of a television documentary,
KTLA At 40: A Celebration of Los
Angeles Television, including seg-
ments on Bob Hope adlibbing his way
through technical snafus on the sta-
tion’s opening night, clips of former
station owner Gene Autry crooning
Western ditties and segments of kid-
die shows and musical programming
(including Lawrence Welk) from the
earliest years of Los Angeles televi-
sion.

Steve Allen

Korla Pandit

From L.: Mrs. Cleve Landsberg, Johnny quich, Robert Linn (Lawrence
‘Welk’s first ““champagne girl”), Cleve Landsberg and Dorothy Gardner
star of '50s show, “Handy Hints”

www americanradiohistorvieom 4
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Stan Chambers, 1., Hal Fishman

| Dorothy Gardner with another alumnus, Jack Rourke F -— :

|
|
|

I Skipper Frank Herman (“Cartoon Carousel”) and Iron Eyes Cody
From 1.: Doye O’Dell (**Cowboy Thrills”), Tom Hatten and Vance Colvig (‘Bozo the Clown”) !

|

:

| Photos by Buzz Lawrence
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Reputation built on continuous coverage of breaking stories

National news recognition

ver the last 25 years KTLA has

built on its solid reputation for
news coverage via its treatment of sev-
eral L.A.-based national stories. When
disaster or other major breaking news
stories develop, the station interrupts
regular programming for continuous
live coverage. It is a policy that has led
viewers over the years to turn to KTLA
for such coverage.

Such was the case during the Bel Air
fire that raced through that exclusive
neighborhood in 1961 burning out 500
homes and destroying or damaging 24

Mobile unit in the early ’50s

Mobile unit circa 1964

other buildings at a cost of $100 mil-
lion. Zsa Zsa Gabor, Joan Fontaine and
Burt Lancaster lost their homes in the
blaze. There was also the pre-Christ-
mas 1963 Baldwin Hills Dam break in
which nearly 300 million gallons of wa-
ter came roaring down a hillside taking
with it five lives and 200 homes. Dam-
age estimates soared as high as $50 mil-
lion. Then, there was the August, 1965,
Watts riots in which 34 people were
killed and 4,000 arrested. Damages
ranged up to $200 million. When Sena-
tor Robert Kennedy was assassinated

A50

in 1968, KTLA was the only station still
on the air when he was shot at the Am-
bassador Hotel in downtown Los Ange-
les. One more major story was the fiery
shootout between 500 police and the
Symbionese Liberation Army on May
17, 1974, in south central Los Angeles
that killed six SLA members.

Of course, this kind of treatment for
national stories stems from the sta-
tion’s habit of on-the-scene local sto-
ries, stemming from Dick Lane’s
groundbreaking coverage of the East
Pico electroplating plant explosion.

When disasters or
other major
breaking news
stories develop,
KTLA interrupts
regular
programming for
extended live
coverage.

www americanradiohistorv com
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Camaraderie and strong
identification with a loyal
audience permeate the KTLA
news presentation.

“News At 10”: Standing, from l: Larry McCormick (medical/consumer), Keith Olbermann (sports), Tiiu Leek
(co-anchor), Stan Chambers; seated, Hal Fishman

KTLA 40th Anniversary AS51
www americanradiohistorv com
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For most of these news events, KTLA
made extensive use of its aerial remote
unit the “Telecopter”. The station de-
veloped the $40,000 unit, the first of its
kind, in 1958 to bring the audience
wide-ranging views surrounding each
event. The telecopter was redesigned in
1969 to include color capability, again a
first. Klaus Landsherg had experi-
mented with cameras mounted in a he-
licopter as early as 1949.

Coverage of the Baldwin Hills Dam
break and the Watts riots brought
KTLA accolades. On the dam break sto-
ry, the station was first on the scene
with the telecopter and its pilot-an-
nouncer, Don Sides. A cub reporter
named Terry Drinkwater (now a CBS
correspondent) was on the ground with
the KTLA mobile unit. Together they
provided live continuous coverage that
got Drinkwater noticed by CBS.

Burning furniture store in Watts

A TV columnist in December, 1983,
wrote: “The odd part of this story is
that so many news people thought that
it was a minor occurrence, even though
it was apparent from noon on that
something major was about to happen.
In this town of seven stations, six wait-
ed for something to happen while chan-
nel 5 crews were in the disaster area
with cameras and reporters.” Wrote
another: ““The station has consistently
proved that it is without equal 1in live
coverage of local news.” KTLA made its
footage available almost immediately
to network affiliates free of charge.

For the riot coverage, KTLA won an
Emmy and a prestigious Peabody
Award. An August, 1965, inter-office
memo note that in the first three days

 of the riots, 13% hours of air time were

devoted to coverage; 14 programs were
totally or partially preempted; tele-

copter flight time was 23!, hours; and
122 staffers worked on the coverage.
Hal Fishman anchored and reported
from the field along with Stan Cham-
bers. Again the nation and also Canadi-
an viewers saw KTLA's coverage
through feeds to the three networks
and the Canadian Broadcasting Co.
Special KTLA reports were supplied to
more than a half-dozen stations
stretching from San Francisco to Chi-
cago.

S_ylmar earthquake

But the strength of KTLA’s forceful
news gathering skills were perhaps nev-
er more powerfully demonstrated than
on Fehruary 9, 1971, when the violently
explosive Sylmar earthquake shattered
Los Angeles, killing 65 people and in.
juring more than 1,000 others. Cen-
tered 26 miles northwest of Los Ange-
les in the San Fernando Valley, the ear-
ly morning eruption wreaked more

KTLA won an
Emmyand a
Peabody for its
coverage of the
Watts riots in
1965. In the first
three days of the
riots, 13% hours of
air time were
devoted to the
story, and 14
programs were
totally or
partially

| preempted.

Wide World Photo
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than a billion dollars in damage. Mea-
suring 6.5 on the Richter scale, the
quake hit at 6:01 a.m. KTLA was the
first to inform viewers of the quake’s
massive force, airing live video at 7:565
a.m. from the telecopter. Mobile unit
crews began live on-air reporting 20
minutes later. Once more, KTLA made
its footage available to the networks, all

Wald

e

other local stations and several more
stations around the country, then to
European TV via satellite when it was
feared the Sylmar dam would break
open. For its efforts, KTLA was award-
ed a special citation from the Holly-
wood chapter of the Academy of Tele-
vision Arts and Sciences.

Current news director Jeff Wald at-

tributes the success of the news opera-
tion to many factors. First is the history
of tradition and innovation in news
coverage and the record of ‘firsts’ in
this regard. “We know who we are. A
lot of stations go through identity cri-
ses; we don’t have that problem, we
blazed the trail,” he says.

As an example, Wald cites the crash
of a small plane into live tension wires -
in Ontario, Calif., last February. The
craft flipped upside down, with the pi-
lot and his passenger hanging 90 feet
above the ground. KTLA was the first
station on the scene and the only one to
stay with the story live for 21 hours
until both men were dramatically res-
cued. ‘We have a nose for that kind of
news,” adds Wald. The story, covered
by Stan Chambers and presided over at
the anchor desk by Hal Fishman, a li-
censed pilot himself, gave KTLA the
highest ratings in the time period.

That kind of coverage also accounts
for a second factor in the success for-
mula: the basic news philosophy.
“There isn’t a lot of nonsense; not that
we don’t try a funny story here and
there, but we don’t do a lot of soft
news,” Wald says. “Ours is more of a
solid, credible, straightforward ap-
proach.”

State-of-the-art equipment

A third factor is state-of-the-art
equipment to do the job. When Wald
came from Frank Magid Associates five
years ago, his charge was to get KTLA
back into the live television business.
During the lean years in the *70s, KTLA
sold its telecopter to KNBC(TV) and
gave up the live remote truck. Wald
asked for $2 million to put the news
operation in shape again. Among other
things, he bought a custom made wire-
less camera and minicam trucks that

“We don’t do a lot
of soft news,”

says news director
Jeff Wald. “Ours
1s more of a solid,
credible,
straightforward
approach.”
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Dick Lane at scene of explosion

Station’s first on-the-spot
news coverage was of the
East Pico Street
electroplating plant
explosion in 1947.
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recharge themselves on a DC power

supply
A final factor is the conti i
consistency of the major news player

Wald, Fishman and executive producer
Gerald Ruben all worked together at

L.A. indie KTTV in the late "60s and
early "70s. In the mid-to-late Wal
and Ruben were at KCBS. Long

time ties have also existed with report

The “‘high flying professor of news'’

er Stan Cham st Wald. Fish Afte y ended Fishman
1] it 1 A N n t
arlier in thei ™ additior
healt d Y nd s cend
anchor l.a M
the K t for 16 years
atio rn
flected recently when a s aired on
the hurial of a time ca Burbanl
rk
g a doctorate In 196K
a 2
J a n
¢ ably
NN n
5 Y
W old It e

records. During the Mount St. Helene's
eruption, Fishman flew his plane there
and using a 16mm Bolex shot into the
voleano. " You could see the dome,” he
says. He flew back the same day and
had the story on the 10 p.m. news, His
knowledge of planes proved s boon on
the Ontario plane crash story. Fishman
pulled out his aeronautical and flight
charts on air to explain restricted air
space, altitude levels and other factors
tht put the story into perspective for
viewers. His current plane is a single
engine Beechcraft, B36 Bonanza

The longest continuing reporter with

one L.A. station is Stan Chambers, the |

| Hal Fishman is
probably the only
news anchor who
flies his own plane,
| often using it to

- cover stories.
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venerable and venerated backbone of
the KTLA news team. Called the “dean
of L.A. street reporters,” Chambers
started at KTLA 40 years ago. A gradu-
ate student in history with a radio mi-
nor at the University of Southern Cali-
fornia, the affable Chambers was work-
ing on a campus magazine when he
convinced Landsberg to let him pro-
duce a show on one of the magazine’s
issues. Several months later in Decem-
ber, Landsberg hired him to work full-
time as a production assistant.
Chambers got to do a few feature in-
terviews and some announcing, but his
first major story as a reporter was the
Truman-Dewey election in 1948. The
night of the returns “we were on the air
from 7 at night to about 9 in the
morning,” he recalls. His most memo-
rable story was, of course, Kathy Fiscus
in April, 1949. “I remember sitting in a

pickup truck about 3 in the morning

" with a microphone cable on my lap that

had been strung through the top of the
window. And I thought, ‘What am I
doing here? Who could possibly be
watching at this time of the
morning?” ” Many were watching as
Chambers discovered, and the story
changed his outlook on TV news. “Tv
as a major force was being experienced,

" and it had tremendous impact. From

that point on I knew I wanted to be in
news.”

In the years since Kathy Fiscus, the
63-year-old Chambers has covered
nearly every major story in Southern
California as well as in other areas: a
1951 Wilmington oil refinery fire story
whose coverage grabbed high ratings in
the 4'-hour remote; Marines embark-
ing from Los Angeles Harbor for Ko-
rea; returning servicemen arriving

RFK on kitchen corridor floor after being shot

KTLA 40th Anniversary

www americanradiohistorv com

Wide World Photo

from Korea at San Diego; the Atom
bomb blast; L..A. Harbor oil tanker ex-
plosion; the Brentwood/Bel Air fire;
the Baldwin Hills fire; the Watts riots;
the Tehachapi and Sylmar earth-
quakes.

When a sniper opened fire in a school
playground killing one youngster in
February, 1984, Chambers was on the
scene with live coverage for two-and-a-
half hours. When a run-amok driver
veered down a crowded street near
UCLA killing one and injuring 50 oth-
ers, Chambers and crew were there
first. When a gunman took hostages—
killing one—at the exclusive Rodeo
Drive jewelers, Van Cleef & Arpels, last
June, Chambers covered it. And the
night before Liberace died in his Palm
Springs home, Chambers was there.

Chambers has held several posts at
the station including news anchor and
a stint as news director from 1963-70.

Says Terry Drinkwater: “Stan has a

When Robert
Kennedy was
assassinated at the
Ambassador Hotel
in downtown Los
Angeles, KTLA

was the only
station still on

the air.

AS9



www.americanradiohistory.com

Some well-known names who have
worked at KTLA through the
years include CBS correspondent
Terry Drinkwater, former

NBC talk show host Tom Snyder
and sportscasters Dick Engberg
and Keith Jackson.

Tom Snyder “on-the street”

A60
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Interviewing Richard and Pat Nixon in 1948

Called the “dean of L.A. street

reporters,” Stan Chambers
started at KTLA 40 years ago.

KTLA 40th Anniversary A61
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quality of patience for letting news
happen in front of him and in front of
" KTLA’s cameras that has lasted for so
- long that he has seen and reported a
greater variety of human calamities
and triumphs in this city than any oth-
er man in any media.” Long-time news-
man Bill Stout of KCBS-TV, who
worked with Chambers at KTLA com-
ments: “He’s marvelous and bounces
. around with as much enthusiasm on
stories as he did years and years ago.”

Chambers was honored with a star in
the Hollywood Walk of Fame on De-
cember 1, 1982. Klaus Landsberg re-
- ceived a star posthumously on the
"~ Walk of Fame, May 13, 1985.

Some well-known names who have
~ worked at KTLA in addition to Drink-
water and Stout include: former news
- and talk show host Tom Snyder, news
- and documentary producer Irwin Ros-
- ten, newsman Joseph Benti, news exec-
utive Luis Nogales, producer Stephen
J. Cannell and sportscasters Tom Har-
mon, Dick Engberg, Keith Jackson,
Merlin Olsen and Don Drysdale.
" Future plans include a consortium

with other Tribune stations to ex-
change news through a satellite net-
work. “We’ll be providing material to
each other custom made for each mar-
ket,” Wald says. “If there’s a story hap-
pening in Chicago that relates to a sto-
ryin L.A ., you’ll see it on our show that
night or live before then.”

Adds general manager Steve Bell:
“We're talking about the first steps to-
ward pooling our resources for the com-
mon good. It’s called Tribnet and I be-
lieve it’s going to be the nucleus of a
much more aggressive effort on the
part of the Tribune to use its resources

Stan Chambers’
most memorable
story remains the
Kathy Fiscus
tragedy. “T'V as a
major force

was being
experienced,” he
says, “and it had
tremendous impact.
From that point

on I knew I wanted
to be in news.”

to make a national news chain. We
have a tremendous investment and a
tremendous reputation in news as do
WGN (Chicago), wrix (New York) and
KWGN (Denver).” Currently KTLA
subscribes to Cable News Network and
INDX, the off-air feed of Tribune’s In-
dependent Network News.

Wald would also like to see an inves-
tigative unit to allow his “talented”

The “dean”

news people to stretch more. But there
are no solid plans for that now. Invari-
ably, discussion turns to plans for a sec-
ond newscast, but Bell and Wald now
see that as diluting the strength of the
10 o’clock hour.

In sum, the strategy is to basically
proceed on track with the current phi-
losophy, while keeping in the forefront
of technology. u]
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A Legend
And A Leader...

KTLA
Standing Tall As Ever!

Republic Pictures congratulates
KTLA Channel 5-Los Angeles
on 40 years of broadcasting.

We are proud that “Bonanza” has

been part of your success story
for over 14 years.

© 1987 Republic Pictures Corporation.
© 1967 NBC International Enterprises. All rights reserved. Printed in the USA.
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The year was 1947...

Harry Truman was president, India gained independence from
Great Britain, the Polaroid-Land Camera was introduced, the wedding
of the year—Princess Elizabeth and Licutenant Philip Mountbatten,
the Andrews Sisters were the singing rage, “Gentlemen’s Agreement”
won the Oscar, Petry was 15 years old...and on January 22nd,
one of the country’s hallmark independent TV stations signed on the
air. Congratulations KTLA...and many more years of outstanding
service to the Los Angeles community.

Fe PETRY

The Original Station Representative

-
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Kelo-land TV
SCOOPS the Nation
in Newest Arbitron

Sweeps!
ADI Winner In Every Category | | :

#1 ADI S/O-S/O Total Households, Mon.-Sun. 41 share i
#1 ADI Late News Total Households, Mon.-Fri. 55 share
#1 ADI Late News Women 25-54 61 share
#1 ADICBS Total Day 41 share
#1 ADICBS Late News 55 share

kelo-Jand tv

Kelo-tv Sioux Falls, S.D. and satellites
KDLO-TV, KPLO-TV

Source: Arbitron Sweeps, Nov. '86.

Abouve estimates include time slots and demographic
information in equal facilities markets as analyzed by
TV Radio Age. Survey data estimates subject to usual
qualifications. l|

Represented nationally by SIJ'I. In Minneapolis by WAYNE EVANS.



www.americanradiohistory.com

Television & Radio Features
the only game in town that offers

BRAND NAME PRIZES!!

OO0
.....

television

<o radio
f fea

GAME

PROMOTE YOUR STATION

¢ Increase your audience
¢ Increase your ratings

+ Increase your sales

¢ Increase your profit

RUN YOUR OWN PROMOTION
e Bumper Sticker ® Remotes  Write-Ins ¢ Clubs
¢ Trivia ¢ Community Affairs

CLIENT TIE-IN
Tie in with an advertiser
and sell a complete package!!!

SPECIAL PROMOTIONS:

¢ Grocery * Valentine ® Easter Candy ¢ Spring
Car Care * Mom & Dad’'s Day ¢ Summer
Outdoor » Back-To-School ® Halloween Candy
¢ Christmas Toys

SAMPLE CLIENT ROSTER

e DuPont ¢ Textron e Coty ¢ Sheaffer/Eaton

¢ Encyclopaedia Brittanica ®* Ames Garden. Tools
¢ Teledyne-Water Pic ¢ Longine-Wittnauer

e Carter Wallace, Inc. ® General Electric

* Rand McNally e Corning Glass ® Houbigant
¢ Syroco ¢ General Mills

television
radio )
features,inc.

Willow Hill Executive Center

550 Frontage Rd. - Suite 3032
Northtfield, IL 60093

Television and Radio Features is the unique
promotion service that offers marketing expertise
in sales, client relations, community affairs and
most important — station promotions. Our
computerized system of handling and shipping
products will simplify storage hassles and
delivery.

And the best part is the merchandise itself. We
supply top name-brand merchandise for on-air
promotions of all kinds. . .radio or television, big
market or small market. We're not a trade
operation. We're not a barter house. We have a
better way!

If this is your year to aggressively promote on the
air, you need us. Call 312-446-2550, or fill in the
coupon. Let our prize and professional experience
and your promotion build some really big
numbers for you.

We are interested in your promotion and marketing service. . .
especially the on-the-air station promotions.

Name Phone
Title Station __ N
Address

City, State, Zip o
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Spot
Report ...

Spot TV business shows
signs of a pickup: reps

Most of it is iffy and couched in caveats, but the spot
television reps are growing somewhat more bullish on
second quarter.

Patrick Devlin, president, Blair Television, notes
that while January and February, ‘“were a struggle,”
March looks “pretty good.” He believes, in fact, that,
“There’s an outside chance that we could recoup the
first quarter if the last two weeks of March remain
fairly active. There’s a possibility that they could be
good because we’ve got a lot of March 16 starts. If
they come through, the month could finish with a
flourish.”

Dick Goldstein, senior vice president, Katz Televi-
sion, reports bookings “ahead of this date last year.
Pacing for second quarter appears well ahead, in a
positive sales environment that includes a wider di-
versification of accounts.” He adds that the most ac-
tive of these categories at presstime were the fast
foods and automotives.

Bill Fagan, president, Petry Television, observes
that though March didn’t do too well, “At this point,
if current pacing holds up, April and May look like
they may do well. The reason is that business at the
networks is finally starting to tighten up, after all the
inventory they’d added had kept it soft up to now.
And the more popular barter shows are also getting
tight.”

Waiting for spillover. Jack Oken, president, MMT
Sales, points out that, “We haven’t seen any spillover
yet, but second quarter has been pacing ahead of last
year’s slow quarter. But we may start to see some
spillover as more of the major corporate buys start
coming down, which will probably happen just about
a week ahead of the start of the new quarter, March
30.

Similarly, at TeleRep, Tom Tilson, vice president,
director of sales, agrees that network inventory is re-
ported tight but adds that, “We’'re still waiting to see
if there will be enough additional demand on network
scatter to develop some spillover for spot.”

Behind the networks’ tighter sales position, ex-
plains Tilson, is the fact “they started their upfront
this season with some fairly attractive rates, so they
sold more upfront this time around. There’s also less
scatter up for grabs because they had to let still more
inventory go for makegoods for prévious poor audi-
ence performance. What it’s added up to is a smaller
supply of scatter, subject to increases of 15 to 20 per
cent.

“This is all to the good and helps put us in a better

position than we were last year at this time. But
we’re still waiting for the spillover to come over the
dam. As of mid-March, we hadn’t seen it yet.”

Back at Blair, Devlin says, “We still have a great
deal of automotive activity, and fast foods, particu-
larly Hardees, are in a position to spend a lot more
than what was anticipated. But spot, more than ever,
is a last-minute proposition.”

Devlin adds that, “We expected business to be a lot
better starting out this year, although we were going
up against a strong first quarter from ’86. January
last year showed our best percentage gain. February
was good and March tailed off, which is just the op-
posite of the way it’s been in years past.

“So with March and April ’86 being relatively
weak, and March coming on this year the way it is,
and April already looking pretty good, it’s our antici-
pation,” he continues, “that we should have two good
months back-to-back.”

New ratings books. MMT’s Oken says that, “The
other factor agencies may be waiting for is the new
rating books that are just starting to come in now
that it’s mid-March. A lot of agencies don’t like to
commit important money until they can base their
buys on the new February books.”

One cloud hanging over the high hopes, though, is a
consensus projection based on a panel of 175 stations
reporting to Jefferson Pilot’s BIAS computerized spot
operation. This indicates that this group of stations
projects spot for April up only 1.5 per cent, and prob-
ably down 8.5 per cent for May. The projection for lo-
cal is up 5 per cent for April and off 7.5 per cent for
May.

January

Local business

+6.1%

(millions)

1986: $302.1

1985: $320.5

Complete TV Business Barometer details p. 26
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Spot Report

Campaigns

Anheuser-Busch, Tv

DDB Needham Worldwide/Chicago
SELECTED BEER LABELS are being
'seen for four to six weeks that started
in early March in a widespread list of
larger television markets. Negotiators
picked up fringe and primetime inven-
tory to attract men in various age
brackets, depending on label.

Mrs. Baird’s Bakeries, Inc. RADIO
Tracy-Locke/Dallas

BREAD is being advertised for 13 to 20
weeks that began in mid-January in
numerous Texas radio markets. Buy-
ers placed schedules to reach women
25 to 49.

Bil-Mar Foods, Inc., RADIO
Campbell-Ewald Co./Warren, Mich.
TURKEY-BASED MEAT TREATS are
being pitched for four weeks that be-
gan in late March in numerous south-
eastern and midwestern radio mar-
kets. Media set schedules to attract
women 18 and up.

Adolph Coors Co., TV

Foote, Cone & Belding/Chicago

BEER is being advertised for 13 or
more weeks that started in late Janu-
ary or early February in a long and
widespread lineup of television mar-
kets. Negotiators used the full range
of dayparts to impress men 18 and up.

in late January in a select but coast-
to-coast lineup of larger television
markets. Buyers worked with a full
range of dayparts to reach adults 25-
plus.

Delta Air Lines, RADIO
BDA/BBDO/Atlanta

FLYING is being recommended for 20
to 30 weeks that commenced in mid-
January in a long and nationwide
spread of radio markets. Media placed
schedules to persuade men 25 and up.

Frito-Lay, Inc., RADIO
Tracy-Locke/Dallas

SELECTED SNACK TREATS are shar- _
ing six weeks of spot time that started
in mid-March in a long and coast-to-
coast list of radio markets. Buying
team arranged lineups to attract
adults 25 and up.

Just Pants, Inc., RADIO

" Cohen & Greenbaum/Chicago

JEANS are being sold for three weeks
that kicked off in late March in a long
and widespread lineup of radio mar-
kets from the east coast on west to
Colorado and Texas. Target audience
is teenagers and young adults.

Kellogg Co., TV

Leo Burnett Co./Chicago

SELECTED CEREALS will be on for 26
weeks during first and second quarters
in a long and nationwide list of televi-
sion markets. Media group worked
with a full arsenal of dayparts to reach

" both adults and children, depending

on product.

Cotter & Co., TV

Cotter & Co. Advertising/Chicago
TRUE VALUE HARDWARE STORES are
making 26 weeks of first and second
quarter spot appearances that started

Grapes of summer

Spot television in 37 markets, aimed at
women 25 to 49, will back 10 weeks of
network TV reaching consumers in 211
markets across the U.S. for the Califor-
nia Table Grape Commission. The
agency, Fischer Associates/FKQ Inc.,
of San Francisco, says the spot sched-
ule will kick off in late May and the
network advertising will start in late
June. And 14 weeks of grape advertis-
ing will also appear on CNN Headline
News. The spot is set to run during
early morning news programming, as
are the network and cable schedules.
And to feature grapes throughout the
season, unwired radio network buys
will be heard in 48 markets for seven
weeks.

Kraft, Inc., RADIO

Coriell & Co./Philadelphia

BREYERS ICE CREAM is being adver-
tised for 12 weeks that began in early
March in numerous midwestern and
northwestern radio markets. Media
plan calls for advertising to women 25
and up.

Sears, Roebuck and Co., TV

Ogilvy & Mather/Chicago

RETAIL CHAIN is set for 12 weeks of
spot advertising that started in mid-
March in a select but coast-to-coast
lineup of larger television markets.
Negotiators placed primetime, news
and prime access spot to reach both
men and women 25-plus.

Union Carbide Corp., TV

Leo Burnett Co./Chicago

GLAD BAGS are making 10 weeks of
spot appearances that started in late
March in a good many markets from
the East Coast toTexas. Media set
daytime, fringe and primetime inven-
tory to reach women 25 and up.

, Abpointments

Agencies

'l » .

Jim Himmel has been promoted to me-
dia director at Lowe Marschalk/Hous-
ton. He came to the agency a year ago
from McCann-Erickson and now steps

up from vice president, associate me-
dia director.

Lynne Muth has joined Lyons, Inc. in
Wilmington, Del. as media director.
She was formerly a media supervisor
on the Adolph Coors field media team
working out of Foote, Cone & Belding/
Chicago.

Jane Innes has been named director of
local broadcast at The Bloom Agency
in New York. She comes to Bloom from
Los Angeles where she had been a se-
nior buyer with W. B. Doner and Co.,
and before joining Doner she had been
with McCann-Erickson.

Maureen McNamara has joined HBM/
Creamer in Boston as an associate me-
dia director. She was formerly a media

Radio zapping?

Although only 10 per cent of the public
reports owning a stereo tuner or radio
remote control device, as many as a
third of radio listeners say they switch
radio stations when the commercials
start. At least that’s what they said in
White Plains, a suburb of New York,
where they were interviewed in a shop-
ping mall by Biederman & Co.

Then a followup survey in Nanuet,
N.Y. found that the reasons for the dial
twisting included frequent interrup-
tions by “a disk jockey who talks too
much” as well as by commercial clutter.
Laurie Livingston, Biederman’s direc-
tor of marketing services, says the two

| “street corner surveys” were conducted
among consumers 21 years or older
with household incomes of $20,000 and
up. What the agency discovered, she
reports, is that ““A substantial portion
of those interviewed claim they switch
radio stations constantly.”
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planning supervisor at HHCC and a
media director for Berk and Co., also
Boston.

Steven Xenakis has moved up to asso-
ciate research director at FCB/Leber
Katz Partners in New York. He came
to FCB/New York in 1983 as a project
director and is now promoted from re-
search supervisor. Before arriving at
FCB, he had been a senior research ex-
ecutive with Grey Advertising.

- .

Kathryn A. Dicome is now an associate
media director at Freedman Advertis-
ing in Cincinnati. She moves in from
Houston, where she had been a broad-
cast buyer for McCann-Erickson, re-
sponsible for radio and TV buying for
such accounts as Exxon, Coca-Cola and
Gillette.

Oksana Glass has been promoted to
vice president at SSC&B, and Linda
Brandt has joined the agency as vice
president and associate media director.
Brandt had been a media manager for
Bristol-Myers, and Glass has been as-
sociate director of local broadcast for
SSC&B since 1985.

Jill Clark has been promoted to asso-
ciate national regional buying office di-
rector for Bozell, Jacobs, Kenyon &
Eckhardt. She is succeeded as director
of the regional buying office in Chicago
by Nancy Vilim, who moves up from
assistant director.

John C. Dailey and Dina S. Kalish have
been promoted to broadcast group su-
pervisors with the National Broadcast
Unit of Foote, Cone & Belding. Both
had been network buyers. Kalish
joined the NBU in 1985, and Dailey

One Buyer’s Opinion

Buyers look to reps to
suggest new ideas, but
many come up short

Davis

oday’s media people have a more important role to play in the success

of both current agency clients and in solicitation of new business. To-
day we’re responsible for developing new and innovative approaches to
making media work harder. That means more pressure, but that pressure
is making us work smarter than ever before.

Our clients expect advertising that works the next day—not next week
or next quarter. Not only must the agency’s creative be right on target, but
the advertising environment for that creative message has to be right. We
can start with the best commercial ever produced, but if it’s not seen by
the right people, at a time when they are in the market to buy, the cam-
paign is lost.

This puts a premium on media to be more innovative, and that means

| we have to keep asking ourselves what new ways we can come up with in

using broadcast. What commercial lengths and configuration is most ap-

' proapriate and effective for each commercial message? We have had to be-
| come more aggressive in pursuing special opportunities. We want the new

and unusual—that special event that can give our clients a leg up on the

. competition.

In the process, we look to the media sales reps for input and suggestions
for potentially useful new ideas. But too many sales reps haven’t quite
caught on to what’s happening yet. Some don’t realize that our new access-
ibility to clients means that projects get pushed through faster. Too often,
the rep just doesn’t seem excited about the material he’s presenting. Ex-
citement is contagious. If the rep is enthusiastic about a project, chances
are we will give it a more thorough evaluation.

Sales reps should have an understanding of our clients’ goals and market- .
ing strategies. We rely on them to watch out and keep us informed of
what’s going on in the marketplace. It should work as a partnership; not
only does the client benefit, but the agency and station benefit, too.

Sometimes we do get the help we’re looking for. In the case of one client,
Quality International, we knew from our experiénce with the World Series
that high-visibility sports can make the phone ring if each spot carries an
800 number. The biggest sports event, Super Bowl XXI, was right for
them, but budgets had already been set for a six-week campaign, making it
unrealistic to take a large amount of cash out for a one-day event.

We looked at every option and finally came up with the answer—the 15-
minute “window” just before kickoff. This position carries 85 per cent of
the average game rating for half the price. So the client was in the Super

. Bowl. Corporate was thrilled, the franchisees were excited (most important

in third party advertising), and the phones rang off the hook. And the sales
rep played a big part in making it all happen.

So my advice to stations and their reps is to get more involved with the
media people at the agencies. Ask questions about their clients’ marketing
strategies. Know your product inside out. Build excitement for the package
you’re pitching; it makes it much more salable from our end. Come up with
new ideas, and make your prospects in the agencies’ media departments a
part of them. Everyone will benefit.—Laurie Davis, media director, Smith

came to the unit in 1983. Burke & Azzam Advertising, Baltimore

L
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Representatives

Stations

Ted Rudolph has been promoted to
national sales manager for the Raider
sales division of Seltel. He moves up
from group sales manager. Before
coming to Seltel Rudolph had worked
for Petry Television, Group W, and
for TeleRep.

Tom Dolliff has been named regional
manager of McGavren Guild Radio in
Dallas. He transfers from the Houston
office, where he was also regional man-
ager. Before joining McGavren Guild,
Dolliff had been with Christal Radio
for 10 years.

Patrick LaPlatney has been promoted
to sales manager of Blair Television’s
Atlanta sales office. He joined Blair in
1982 as a sales trainee in Chicago and
has been an account executive in the
Atlanta office since December 1985.

John Shannon has been promoted to
director of sports sponsorship sales for
Katz American Television. He came to
Katzin 1983 as a sales executive in New
York, following posts with TeleRep,
Adam Young and MMT Sales.

Dennis Begley has stepped up to sales
manager of the Philadelphia office of
CBS Radio Representatives. He joined
CBS last year from the sales staff of
WPEN/WMGK(FM) Philadelphia and
now advances from account executive.

David Handler has been promoted to
director of sports, joining Patrick
Twyon in heading sales of sports spon-
sorships for Petry Television and Petry
National Television. Handler moves up
from account executive on the Hawks
sales team, and before joining Petry he
had been special projects manager/
Northeast regional sales manager for
WHYY-TV Philadelphia and the Public
Broadcast Advertising Experiment.

Michelle Jennings has been elected vice
president, assistant manager, eastern
region for Group W Radio Sales. She
had been assistant New York sales
manager at Blair Radio.

Andrew R. Goldblatt has been appoint-
ed Philadelphia manager for Select Ra-
dio Representatives. The former man-
ager of Buckley Radio’s Philadelphia
sales office had more recently been
general sales manager of WEZS(FM)
Richmond, Va.

Jeffrey H. Lee has been named presi-
dent and general manager of Gillett
Broadcasting’s KSBW-TV Salinas-
Monterey, Calif. He was vice presi-
dent, general manager of KPRC-TV
Houston.

Py~

Linajean Armstrong has joined
WFOX(FM) Atlanta as sales manager.
She was sales manager of the Atlanta
office of Republic Radio, and before
that she had been with WGST Atlanta.

Robert Donohue has been named vice
president, general manager of KMOL.-
TV San Antonio. He succeeds Edward
V. Cheviot, who will retire as presi-
dent of the NBC affiliate, effective
March 1. Cheviot has been with the
station, originally WOAI-TV, for 35
years.

Jim Matthews has been promoted to
vice president of Wisconsin TV Net-
work Associates and general manager
of WKOW-TV Madison. At the same
time, Dave Molldren, formerly general
and national sales manager at WKOW-
TV transfers to wXOw-TVv LaCrosse-
Eau Claire as general manager there.

Bob Hughes has been named vice

- president, general manager of

WXTR(FM) Washington. He moves in
from WLTT(FM) Washington where he
had been operations manager.

Bill Byrd has been named Montgom-
ery station manager of WAKA-TV Sel-
ma-Montgomery, Ala. He moves in
from WSFA-TV Montgomery, where he
had been general sales manager.

Frank Cruz has been promoted to gen-
eral manager of Spanish language
KVEA-TV Los Angeles. He moves up
from vice president, community rela-
tions to succeed Joseph Wallach, who
has also been a special consultant to
John Blair & Company’s recently
formed Telemundo Group, Inc.

Louis A. Severine and John Axten have
heen promoted to senior vice presi-
dents of the ABC Radio Network. Se-
verine is director of sales, and Axten
heads development and marketing of
non-music programming of ABC's six
networks.

Vance Harrison has heen elected a se-
nior vice president of United Stations
Radio Networks in Chicago. He had
been manager of the Chicago office of
RKO Radio Networks until 1985, when
United Stations acquired the RKO Ra-
dio Networks and Harrison became
vice president, midwest sales for Unit-
ed Stations.

Dick Williams has been named vice
president and general manager of Heri-
tage Communications’ WIL AM-FM St.
Louis. He moves in from Milwaukee,
where he had been general sales man-
ager of Heritage’s WEMP/WMYX(FM).

Tony Berardini has been promoted to
vice president/general manager of In-
finity Broadcasting’s KROQ(FM) Los
Angeles in addition to his responsibil-
ities as vice president/general manager
of WBCN(FM) Boston. He joined WBCN
as music director in 1978.

David L. Bailey has moved up to vice
president and general manager of
WTHI-TV Terre Haute, Ind. He has
been general sales manager of the Wa-
bash Valley Broadcasting station since
1978.

Mike Grinsell, general manager of
Shamrock Broadcasting’s KABL AM-
FM Oakland-San Francisco, has been
elected a vice president of Shamrock.
He joined the stations in 1975 as an
account executive.
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Media Iﬂ'ofessionals

How to extend the impaCt of
the broadcast advertising
Jeff Cullers

Media director

Vince Cullers Advertising,
Inc.

Chicago

J eff Cullers, media director at Vince Cullers Adver-
tising, believes, ‘“Urban contemporary stations
have come a long way in a relatively short time, as
more advertisers have come to recognize the profit
potential of advertising to the black consumer mar-
ket. This has given well-managed urban stations the
financial base to upgrade their product and invest in
research and improved programming that now
reaches across ethnic boundaries to attract whites
and Hispanics as well as their original base of black
listeners.”

Cullers notes that urban stations “will promote
heavily, on their own, with or without us. But I think

agencies are remiss if they don’t sit down with these
stations—our idea people brainstorming strategy
with their idea people—to create promotions that
boost awareness of our clients, as well as of the sta-
tions themselves.” I

He cites examples of two promotions created this
way for two clients, Kellogg and Amoco gasoline. In
the case of Amoco, stations arranged for cooperation
of NFL stars playing for their own markets’ home
teams to endorse Amoco locally.

For Kellogg’s Sugar Smacks, Cullers “multiplied
the recognition of the connection between the cereal
and Dig’em, Sugar Smacks’ little Kermit-the-Frog-
like character. The stations invited kids to go meet
Dig’em at their local supermarkets. We had a pile of
Dig’em costumes made up and hired people in each
market to appear at the stores to give the kids the
high five, and we had point-of-purchase posters made
up for Sugar Smacks that featured Dig’em and drew
attention to Sugar Smacks’ shelf locations in the
stores’ cereal sections. The Dig’em character would
also ride in parades in the stations’ news vans with
their call letters emblazoned prominently all over
them.”

Cullers adds that he’s found many stations “both
receptive and innovative in tailoring a central promo-
tional concept to their own markets, so that clients
are able to reap the extra impact of promotions that
are both basically uniform across all markets, as well
as adapted and tailored to the specific needs of local
retailers in each station’s home market.”

In aword...
Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston

WINS, New York  KY W, Philadelphia

KDKA, Pittsburgh KODA, Houston KQZY, Dallas/Fort Worth

KQXT, San Antonio

KEZW(AM) and KOSI, Denver

KMEO-AM-FM, Phoenix  KFWB, Los Angeles:  KJQY, San Diego

Westinghouse Broadcasting
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WNGS(FM) West Palm Beach. WNGS
offers a soft adult contemporary for-
mat, KKXO and KARA are adult con-
temporary stations and KLIV pro-
grams oldies.

New Stations

Under Construction
WFGX-TV Ft. Walton Beach, Fla.;

Channel 35; ADI, Mobile-Pensacola.
Licensee, Family Group Broadcasting,
5401 West Kennedy Blvd., Suite 1031,
Tampa, Fla., 33609. Telephone (813)
875-0006. Bob French, general manag-
er. Target air date, early April 1987.

Buyer’s Checklist

New Representativés

Hillier, Newmark, Wechsler & Howard
has assumed national sales represen-
tation of KQKS(FM) Denver, KFMY
AM-FM Salt Lake City, and WADK/
WOTB(FM) Providence, R.I. WOTB
features mellow jazz, and WADK is a
news/talk station. Both Salt Lake City
stations air contemporary hits, and
KQKS is a new station that plays adult
contemporary music.

Seltel Inc. has been appointed to sell
nationally for KTHV-TV Little Rock
and for WGTU-TV Traverse City-Cad-
illac, Mich. WGTU-TV is an ABC affili-
ate, and KTHV-TV carries the CBS
banner.

Christal Radio is now the national
sales representative for KMNS/
KSEZ(FM) Sioux City, Ia., KNMQ(FM)
Albuquerque and WJJK/WBIZ(FM)
Eau Claire, Wisc. WBIZ, KNMQ and
KSEZ are contemporary hit stations,
KMNS programs country music and

Independent Television Sales has been
appointed national sales representa-
tive for WTGS-TV Savannah, Ga. The
Fox affiliate is owned by Hilton Head
Broadcasting.

Transactions

Home Shopping Network’s Silver King
Broadcasting Co. has completed ac-
quisition of the broadcasting assets of
WSJT-TV Vineland, N.J. (Philadel-
phia) from Press Broadcasting Co., a
division of Asbury Park Press, for $23
million.

Malrite Guaranteed Broadcast Part-
ners L. P. has purchased WTRK Inc,,
owner of WTRK(FM) Philadelphia,
from Cox Enterprises Inc. for $13.8
million. Transfer of license has al-
ready been approved by the FCC.

WJJK airs an adult contemporary for- . ]
mat. Katz Radio is now national sales rep-

resentative for WJJD/WIJMK (FM) Chi-
cago and for KAYI(FM) Tulsa. KAYI is
a contemporary hit station, wJJD pro-
grams an MOR format and wJMK of-
fers oldies.

Eastman Radio has signed new client
stations KLIV/KARA(FM) San Jose,
KKXO(FM) Eugene, Ore., and

Osborn Communications has acquired
WNDR/WNTQ(FM) Syracuse, N.Y.
from WN Broadcasting for $6.5 mil-
lion, subject to FCC approval. Frank
Osborn is president of Osborn Com-
munications.

IN A BIG PO

=
/
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YUMA-EL CENTRO SPENDS SPANISH FLUENTLY.
Yuma-El Centro is in the top 30 ADI TV Markets for Hispanic
Persons 2+ ** ranked right up there with New York, Los
Angeles, and Miami. It's an ADI that speaks more Spanish and
spends more cash on products marketed to Hispanics every
year. By 1990%* overall Effective Buying Income is expected to
increase 56.2%. Hispanic Effective Buying Income will
increase along with it. So if you market to Spanish-speaking
people, Yuma-El Centro speaks your language fluently.

KYEL-TV DOMINATES THE MARKET.
We've got the facts, figures, and programming, including the
#1news, to translate your sales into a rich new language.

BE A BIG FISH
7 1 BEAM
(¢ ) commuNIcATIONS

J'L 1986 Beam
NBC KYEL-TV, NBC, Yuma, AZ - E| Cen!m, CA Communic ationg Corp,

WDAM: TV. NBC, Laurel-Hattieshurg, MS ¢ mg(uﬂ '.q.f:s gztgssfs’mkmmu
WFE:B;{\JML\(/:/ WCT&AS(.)J(;/‘M:\J?&I:I' Traverse C‘ty prowc:un mcmas;: 19851990
' ** Artitron Rating Ci
(® WCFT TV, €8BS, Tuscaloosa, AL 96 47 Eli P

19A8-87 Eihnic Poputation Book

Represented by
Katz Continental
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Viewpoints

John Cbrporon

President, Independent Net-
work News, in a speech be-
fore the National Academy
of Television Arts and Sci-
ences in New York

Alternative offered
to excessive costs
of network-controlled pools

Shared pools can be set up for a number of reasons.
One, the sponsors of the events may wish to avoid be-
ing overwhelmed by tons of TV coverage equipment.
Two, there may be a space shortage. Three, in a pool
setup, it can be easier for the sponsor of the event
and for the networks themselves to control how the
event will be covered. Pool members and the events
sponsors make most of the rules; outside subscribers
to the pools can take the system or leave it. Pools
should be money savers, too, but the networks tradi-
tionally have been allergic to mere talk of reducing
coverage costs. There are hopeful signs that attitude
is changing.

Non-members of the network pool may subscribe
to pools but on terms and conditions set by the net-
works. At the ’84 conventions, the networks said INN
could subscribe to the convention hall pools only if
INN would pay an estimated $100,000 plus to the
networks. The networks would make all the rules, but
the independent subscribers would pay what they
were told. Suggestions as to how pool costs might be
reduced are traditionally rebuffed—unilaterally, ag-
gressively and in the true spirit of lofty arrogance.

INN in 1984 refused the $100,000 offer and set up
its own live convention hall coverage in San Francis-
co and Dallas for under $10,000 per convention. It
was not as big. It was not as fancy. It cost a fraction.
But INN had access to every pearl of wisdom uttered
at the podium mikes by the shy, self effacing Repub-
licans and Democrats. We, too, had access to the doz-
ens of spontaneous demonstrations; and the conven-
tion delegates did not run away from our cameras.

INN and others over the years have asked the net-
works: Why the skyhigh spending when more modest
budgets would produce professional editorial results.
The stock response from most—not all—of the
poolers has been: We do it our way, and if you don’t
like it, go someplace else or get out of the news busi-
ness.

When independents started moving forcefully into
news in the middle 1960s, they knew they could not
and should not operate in the high cost mode of net-
works and their affiliates. Independents borrowed a
page from newspapers and went cooperative. TV sta-
tions should now do the same. How many newspapers
could or would afford to cover the country and the
world with their own individual staffers. It’s unthink-
able and improvident.

Without AP or UPI, The New York Times, The
Daily News, Newsday, The Post, The Chicago Tri-
bune, The Los Angeles Times, The Washington Post
and so on would bust a fiscal gut staffing the world
by themselves.

So what do the papers do? Many have selective bu-
reaus. They concentrate on hot spots and develop
their own enterprise pieces and let the wire services
and syndicated services fill in. And it’s a lot of filling
in, if you care to examine carefully.

I suggest that without giving up what they perceive
as their unique contributions, even ABC, CBS, and
NBC could subscribe to a non-exclusive, non-profit
electronic wire service. The cost savings would be in
the 10s of millions of dollars. The coverage could be
even better because the electronic wire service dis-
tributed by satellite could have great depth.

Would the networks’ newscasts become homogen-
eized and all look alike? No reason for that. Do the
Post, Daily News and Times look alike? Often they
may run the same AP story or picture, but their own
specialities and investigative pieces set them apart.
They even appeal to different constituencies fre-
quently.

Benefits to networks

An electronic wire service would push out a lot of
footage on every story. Subscribers would edit it to
their own standards. Too, I suggest that networks
might benefit—not suffer—if they relied more on
their affiliates. There are exceptions, to be sure. But
overall such reliance can enhance the quality of cov-
erage and reduce costs.

The electronic wire service has much to recom-
mend it. It also has many natural enemies. Some will
see it as an encroachment on network turf, on net-
work independence or on journalistic excellence. But
are The New York Times and Chicago Tribune com-
promised because of UPI and AP?

The networks must realize it’s a new day. Owners,
boards, stockholders and advertisers are going to de-
mand new accountability. Even with scaled down op-
erations network journalists will be expected to re-
main highly competitive and creative.

The economies will help networks, affiliates and
independents fulfill their all important public trust.
Prudent spending and public trust are not mutually
exclusive. Wire services serving the media have for
over a century served the public well. The public is
not shortchanged if AP or UPI stories appear in the
local paper. Nor would an electronic, video news ser-
vice hurt the credibility of broadcast media. In fact,
it would free up resources for special kinds of diverse,
in-depth reporting. '
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Programming/Production

MCA TV in first-run activity streak

MCA Television Enterprises is burst-
ing at the seams with first-run syndica-
tion activity that's making its mark in
the tight marketplace. Its Home Shop-
ping Game has a lineup of more than 60
per cent of the country and is being
followed up by an overnight shopping
service; two of its first-run sitcoms
have gotten the green light for the fall;
a late-night talk show, introduced just
before the past NATPE International
convention, is garnering strong station
attention; and its new animated series
has cleared 75 per cent of the country.
On a recent rainy southern Califor-
nia afternoon, MCA Television Enter-
prises president Shelly Schwab, who
has been at MCA’s West Coast head-
quarters for only a few months, sat at a
table at the Universal commissary, not
too distant from a booth occupied by
MCA chairman Lew Wasserman and
president Sid Sheinberg, and energti-
cally discussed the home shopping
game show and other matters. The
first-run half-hour strip, produced by
the Home Shopping Network, has
cleared the CBS-owned stations as well
as stations in Dallas, Cleveland, Pitts-
burgh, Philadelphia, Seattle, Minne-
apolis, Kansas City, Wilkes-Barre-
Scranton, Hartford and Portland, Ore.
The show was supposed to kick off in
September, points out Schwab, but the
schedule has been moved up to June, to
meet the scheduling needs of the CBS
" stations. An overnight home shopping
service will also begin running in June,
says Schwab. Depending on the needs
of the specific stations, Home Shop-
ping Game, which is co-hosted by Bob
Circosta of HSN and Dean Goss of
Let’s Make a Deal, will run in time
periods ranging from 9 a.m. or 9:30 a.m.
to 11 a.m. If the show proves successful,
it may be moved to a later time period,
such as early fringe.
“Because we are dealing with a form
that has a lot of uncertainty, the deal
" with stations has been structured so it
would be very attractive from a sta-
tion’s point of view,” says Schwab.
“The show will initially go on the air for
13 weeks, and those stations signed up
will have an option in the ninth week to
pick up the next cycle for a full year.”

Revenues. A station will have an op-
portunity to generate revenues {rom
two sources, not just one, from both
advertising and revenue-sharing from
products sold on the show, Schwab
stresses.

“We took a test case in one market
on the potential revenue a station
could get from merchandise sales, and
it increased that station’s revenues by
100 per cent,” he says “Now, we’re not
saying that’s going to be the case for all
stations, but that’s the potential that
exists for this form.” The overnight
service, to be broadcast from midnight
to 6 a.m., will not be in a game-show
format and will have different mer-
chandise from that on the shopping
game show.

In the more traditional first-run syn-
dicated area, Schwab believes that
some syndication companies will get
out of the first-run syndication busi-
ness because of the softened market-
place and the increased production ex-
penses.

Shelly Schwab

Sitcoms. “If it’s true that 26 sitcoms
were offered at NATPE this year, each
costing half a million, and only about
half a dozen made it, it stands to reason
that there are going to be drop-outs
[from production],” he said. “But we
brought only two sitcoms there, and
despite the tight marketplace, both got
on the air.

They are Out of This World, starring
Donna Pescow, which will be seen on
the NBC owned stations as part of their
checkerboard, and Bustin’ Loose, a
first-run half-hour comedy starring
Jimmy Walker and executive produced
by Topper Carew. The show, produced
in conjunction with Tribune Enter-
tainment, has a 26-show commitment
and will air in fall, '87 on the Tribune
stations, among others, having already
cleared in 70 per cent of the domestic
markets.

“We also have an animated series,
The Bionic Six, which has cleared in 75
per cent of the country, despite the fact
that people told us it was the worst

L _

possible time to launch an animated
strip, and Puttin’ On The Hits has
been renewed for the fourth year,”
Schwab adds. “So we’re having a pretty
good year.” The Bionic 6 will be shown
on the Chris-Craft/United Stations
and on WPIX(TV) New York.

MCA is also selling The Lou Kelly
Show, produced with the Dick Clark
Co., which is a late-night taik show
“with a host who's a little different

 than either Johnny Carson, Joan Riv-

ers or David Letterman—he’s.. .er
.. .made of polyester.’

“We're in the midst of selling that
right now, and hope to be on the air
with it in June,” Schwab says.

Schwah discounts some of the pessi-
mism voiced at the recent television
markets, particularly about first-run
programs and checkerboarding.

Reps. “A lot of the excitement for this
new genre of first-run shows was killed
when the reps banded together to bad-
mouth the form,” he says. “I don’t
mean that they got together formally,
but they had an obvious reason to be-
have that way, because they don’t
share in the profit from the show. [
thought it was very narrow and self-
serving of them to condemn a form
that’s so new and that we all know so
little about. Their response was simply
dictated by self-interest.”

“As far as checkerboarding, there
again the reps have had a very negative
effect. With only five or six stations
checkerboarding, it’s unfair to measure
the success of that form by results from
stations that went into it in a hasty
way, didn’t have a lot of product avail-
able, and sometimes chose the shows
that were available instead of the ones
they wanted.”

He doesn’t believe the economics of
the business have become prohibitive.
“For the most part, product is negotiat-
ed across the desk for prices that make
sense to the distributor and the pro-
ducer,” Schwab says. “People were
wringing their hands over the record
prices of Magnum P.I., but the show is
working real well, despite what they
paid. You have to measure it not only
by the ratings and the demographics,
but by the effect it’s having on your
news. Magnum has turned out to be an
excellent lead-in for affiliate news pro-
grams.” Schwab says MCA’s recent
withdrawal of Miami Vice temporarily
from the softened syndication market-
place is one of those glitches that are to
be expected in a ““cyclical” business.

Stations. “A lot of stations are tighten-
ing their belt, and Miami Vice is a vic-
tim just like every other show is a vic-
tim, but we’re having meetings right
now and coming up with a game plan
about when we will offer it again,” he
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says. Schwab predicts a softer market
for action/adventure this year, but ap-
peared unfazed by the prospect. “I
think we’re going to be coming full cy-
cle,” he says. “Somewhere down the
line, we'll be getting together and talk-
ing about how terrific everything is. It
always happens.”

‘Deluise’ a ‘go’

Spurred by a deal with three CBS-
owned stations, Multimedia Entertain-
ment has given a “go’’ to the Dom De-
Luise Show, for the fall. The weekly
half-hour sitcom stars DeLuise as a
barber and co-stars Bubba Smith as his
assistant. Multimedia is selling the se-
ries on a cash-plus-barter basis.

The CBS stations clearing the sitcom
are WCBS-TV New York, KCBS-TV Los
Angeles and wcAU-Tv Philadelphia.
Other outlets signed include WDIV-TV
Detroit, wCVB-TvV Boston, KDFI-TV
Dallas, wSB-Tv Atlanta, WMAR-TV
Baltimore, KPRC-TV Houston, WTSP-
TV Tampa, wCCO-TV Minneapolis,
KGW-TV Portland, Ore., and WTNH-TV
Hartford.

Lorimar, game tie

Lorimar Television will produce a TV
game show called Lottery, under a five-
year agreement signed with Kent Toys.
The deal calls for Kent to receive a
share of above-the-line production, a
percentage of net profits and a percent-
age of first-run syndication fees. In ad-
dition, Kent will act as a consultant on
the production. Kent owns the regis-
tered trademark rights for the name
“Lottery,” has developed a “Lottery”
brand board game and is in develop-
ment for a licensed line of other Lot-
tery brands.

Syndication shorts

High Rollers, new half-hour game
show, is a go for the fall, according to
Orion Television Syndication. The
show has been cleared in more than 40
per cent of the country, as of presstime,
including New York’s WOR-TV, KHJ-
TV Los Angeles and NBC-owned sta-
tions WMAQ-TV Chicago and WKYC-TV
Cleveland. Other outlets cleared are
KYW-TV Philadelphia, KXAS-TV Dal-
las-Ft. Worth and wESH-TV Orlando.
Donahue has returned to a live for-
mat. The show had been taped at 9 a.m.
at WNBC-TV' New York and has not
been aired live in its originating city
since WNBC-TV moved the program
from its 9 a.m. airtime to 4 p.m. in Sep-
tember, 1986, according to Mike
Weinblatt, président of Multimedia
LEntertainment. Donahue is currently

broadcast in 214 cities throughout the
U.S. and Canada.

D. L. Taffner/Ltd. has sold the sec-
ond year of Check it Out! to eight sta-
tions, for a total clearance of 51. Addi-
tions include KGCT-TV Tulsa, KTZZ-TV
Seattle, WFAT-TV Johnstown, WBS-TV
Atlanta and WWAT-TV Columbus.

Buena Vista’s clearances on Win,
Lose or Draw include WFAA-TV Dallas,
WTSP-TV Tampa and KATU-TV Port-
land. Clearances are up to 70 stations,
representing more than 55 per cent of
the U.S,, and the show is a fall go.

Coral Pictures has obtained the syn-
dication rights to The World of Amaz-
ing Animals, hosted by Claude Akins.
Each segment in the series is five min-
utes in length. Tribune Entertainment
will handle national sales on the Sun-
bow Productions animated strip Jem,
distributed by Claster TV Productions.
The sales deal is similar to G.I. Joe’s,
which is handled by Tribune through
1990. )

Lorimar Domestic Distribution
Group’s The People’s Court has been
renewed by 131 TV stations covering 85
per cent of the country. Renewals on
the show are up significantly over a
year ago, according to Jim McGillen,
president, first-run syndication,
LDDG. Renewals include WCBS-TV
New York, wBZ-TV Boston, KXAS-TV
Dallas, wBBM-Tv Chicago, and KCBS-
TV Los Angeles.

Warner Bros. Television's Growing
Pains has been pre-sold in 71 markets,
including nine of the top 10 and 21 of
the top 25 markets. Thirty-nine of the
stations are affiliates, of which seven
are ABC, eight CBS, and 24 are ABC
stations. The latest additions to the
sold list include wbCA-Tv Washington,
XETV San Diego, wOFL Orlando-Day-
tona Beach, wxTXx-Tv Cincinnati,
WHIO-TV Dayton, KJEO-TV Fresnoand
WEVU-TV Ft. Myers.

WB feature sales

Warner Bros. Television Distribution’s
newest theatrical feature film collec-
tion, Volume 27, consisting of 18 fea-
tures for domestic syndication, has
been sold in 30 markets, including nine
of the top 10. Stations licensed in the
top 10 markets are WPIX New York,
KCOP Los Angeles, WFLD-TV Chicago,
KBHK-TV San Francisco-Oakland,
WLVI-TV Boston, WKBD-TV Detroit,
KDAF-TV Dallas-Ft. Worth, WTTG-TV
Washington and KRI1V-TV Houston.
Other stations licensed are WUAB-TV
Cleveland, WATL Atlanta, KMSP-TV
Minneapolis-St. Paul, wTOG-TV Tam-
pa.-St. Petersburg, KPLR-TV St. Louis,
KUTP Phoenix, WOFL(TV) Orlando-
Daytona Beach, wxIiX-Tv Cinc¢innati,
KRBK-TV Sacramento-Stockton,

WTNH-TV Hartford-New Haven,
WXIN-TV Indianapolis, KPTV Port-
land, Ore., WZTV Nashville, WpPTY-TV
Memphis, KTvX Salt Lake City,
KMOL-TV San Antonio, KSEE Fresno,
KGSW-TV Albuquerque, KMSB-TV
Tucson and KVVU-TV Las Vegas.

NATPE seminars

NATPE International, via its educa-
tional foundation, will sponsor three
one-day seminars on the ratings issue.
The seminars, “Ratings and Rating
Devices,” are designed to study the
various ratings alternatives. The first
session will kick off at New York’s

 Sheraton Center, on April 24, to be fol-

lowed by Chicago’s Palmer House, on
May 1; and the Hyatt Regency Embar-
cadéro in San Francisco on May 8.
Seminars will be from 10 a.m. to 4 p.m.

Topics to be discussed include “A

- Primer on Ratings Services,” moderat-

ed by Mel Goldberg, executive director,
Electronic Media Rating Council; “Is
Two a Crowd?”’, moderated by John B.
Poor, Blair Television; and “People
Meters—Will They Buy it in Peoria?”,
to be moderated by a panel including
Joe Philport, AGB Television Re-
search; Barry Kapan, Ted Bates & Co.;
David Poltrack, CBS; Marvin Mord,
ABC; Peter Megroz, ARB; and reps
from Nielsen and R. D. Percy.

The seminars are free to NATPE
members. Non-members will be
charged a $25 fee. Lew Klein is presi-
dent of the NATPE International
Foundation.

Coke, WF venture

A joint venture to acquire, produce and
distribute television programming
worldwide has been formed by a unit of

the Coca-Cola Co.’s. Entertainment

Business Sector Inc. and an affiliate of
World Film Services. The venture will
acquire and produce, both individually
and with local partners, shows of all
genres, including syndicated program-
ming, for both international and U.S.
distribution.

The joint venture will have offices in
New York and at Pinewood Studios in
London. The London operation will be
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headed by Richard Dalton. World Film
Services was formed in 1963, and since
then the production and packaging
company has won 130 Academy Award
nominations, 16 Oscars and three
Grand Prix awards at Cannes.

WFLD-TV baseball hot

The regular major league baseball sea-
son is nearly underway, and sales at
WFLD-TV Chicago, the flagship station
of the Chicago White Sox, are running
15-20 per cent ahead of last year’s
pace, according to Rich Engberg, local
sales manager at the station. Sponsor-
ship renewals include the Dodge Deal-
ers, Nissan, Illinois lottery, Donnelley
Yellow Pages, Car-X mufflers, and four
to six potential sponsors are pending as
of presstime. In addition, the station
has signed a four-year sponsorship
agreement with Miller Beer, beginning
with this season, on an exclusive beer
basis.

WFLD-TV will telecast 70 games of
the White Sox, 16 at home and 54 away.
The majority of the contests will be in
primetime, says Engberg. Also WFLD-
TV is going through the sales hoops as
far as Chicago Bulls basketball is con-
cerned. According to Engberg, the sta-
tion is having “a tremendous year” on
the 30-game schedule, with sales up
dramatically over those of the year be-
fore.

Meanwhile, in the regular program-
ming arena, WFLD-TV has scheduled a
primetime half-hour local news pro-
gram, to debut probably in June, points
out Engberg. Projections are that the
daily show will begin at 7 p.m., accord-
ing to Engberg. Greg Caputo is new
news director, and other news person-
nel are being hired. He says that the
upcoming news program is one of the
reasons for WFLD-TV relocating to new

~ studios and offices.
| The move is being made in two
phases. The initiai step involved ad
ministration and support offices. Tech-
nical and production facilities are ex-
pected to he completed by April 25 in
the second phase. The move comes af-
ter more than a year-and-a-half of con-
struction to accommodale the station’s
growth and expansion. The new ad-
dress, beginning April 25, is 205 N.
Michigan Ave. Chicago, 1. 60601.

LPN expansion plan

Tn a joint venture marking a major ex-
pansion at the l.ocal Program Net-
work, which is headed by Jim L{ayden,
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the company has named Potomac
Telecommunications Group as exclu-
sive producer of its One-On-One TV
news service. The news service consists
of newsmaker interviews by local TV
station news anchors which are deliv-
ered live-by-satellite from the stations’
own studios. Shows are either aired live
or are taped for inclusion in the outlet’s
regular news program.

In addition to Washington interview
coverage of political figures, PTG will
produce One-on-One interviews with
newsmakers in sports, business, science
and entertainment from other areas as
well. The PTG includes Washington’s
two largest independent TV news ser-
vices, Potamac News and the American
News Bureau. it produces spot news
and features for 120 stations and ser-
vices programs such as Entertainment
Tonight, PM Magazine and Lifestyles
of the Rich and Famous, along with
ESPN and BBC programs.

J. Walter Thompson saluted major
television syndicators recently with a
special day of screenings representing
shows unveiled at the 1987 NATPE
convention. The program of “NATPE
Encore’ screenings was held at
JWT’s New York headquarters.
Shown, [. to r., are Bob Silberberg,
president, Syndicast Services; Houw-
ard Levy, director of advertiser sales,
Blair Entertainment; Ira Bernstein,
senior vice president, New York ad-
vertiser sales, LBS Communications;
and JWT host Richard Kostyra, exec-
utive vice president, U.S. director of
media services. '

Ohio State winners

Fifty-six television programs and 27 ra-
(lio shows have been selected as win-
ners of the 1987 Ohio State awards,
which honors excellence in education-
al, informational and public aftfairs
hroadcasting. Fourty-nine won the
Ohio State award, and 34 won certili-
cates of merit. The winners are:

Social Sciences and Public Affairs-
IEmply Plates: Hunger at Home,
WNV-TV, Boston; Washington 2000,
KING-1'V, Sealtle; Greasing the
Wheeals, wruSA, Washington; In
Search of « Hero, wiz.Tv, Boston;

Prisoners of Prejudice, WHA Radio,
Madison; Georgia Digest, 90 Days at
Dodge, Georgia Public Television, At-
lanta; Do You Know Who Your Doctor
Is?2 WPLG-TV, Miami; Playing for the
Future, WBZ-Tv, Boston; Unanswered
Prayers, Appalachia in the Eighties,
WWVA Radio, Wheeling; More Than
Muscle, WHAS-TV, Louisville; Divided
We Stand, wTMJI-TV, Milwaukee;
Who'’s Behind the Wheel, WTMJ-TV
News, Milwaukee; Is Anybody Listen-
ing? wTMJ-TV, Milwaukee; Constan-
cia’s Choice, Maryland Instructional
Television, Owings Mills, Md; Alas-
ka—The Alaska History Series, Alas-
ka Department of Education, Office of
Instructional Services, the Arctic Envi-
ronmental Information & Data Center
and Connections, Ltd., Juneau; Uncle
Earl, Louisiana Public Broadcasting,
Baton Rouge.

Also, The Empty Crib, KMOX Radio,
St. Louis; Chanarambie Township,
Minnesota Public Radio, St. Paul;
KNX Coverage of Minority Issues,
KNX Newsradio, Los Angeles; Hiroshi-
ma Remembered, AP Network News,
Washington; The Tripoli Tapes, NBC
Radio News, New York; Breakdown
and Back, ATC Special, Independent
Producers Marjorie Van Halteren and
Lou Giansante, New York, Jay Allison,
Woods Hole, MA, and National Public
Radio, Washington; Falling in Love,
BBC World Service, London; Night-
mare Abroad, NBC Radio News, New
York; Faith or Fraud? Mid America’s
Cult Question, WOI-TV, Ames, la.; The
Secret War at Home, WTHR-TV, India-
napolis; The Lemon Grove Incident,
KPBS-TV, San Diego; Portrait of Amer-
ica, Turner Broadcasting System, At-
lanta; In The News, CBS News, New
York; Black Champions pt. 2 New
Times: The Integration of American
Sports, Miles Educational Film Pro-
ductions, New York, Children in Pov-

" ertyv—ABC’s World News Tonight,

ABC, New York; Children of the
Night, KQED, Inc., San Francisco;
Main Street Premiere, NBC News,
New York; NBC Nightly News with
Tom Brokaw: Traffic in Children,

| NBC News, New York.

Natural and Physical Sciences—
Dyslexia/The Invisible Handicap,
Mutual Broadcasting System, Arling-
ton; Men and Animals: After Darwin,
BBC World Service, London; Fast For-
ward: Life in the 21st Century, NBC
Radio News, New York; Cancer in
America, ABC Radio, New York; Lou
Adler’s Medical Journal, WwOR Radio,
New York; Report on Medicine: Medi-
cine and the Media, wens Radio, New
York; Geography Skills: Contours,
I'VOntario, Toronto; Life in the Stress
Lane, wrrv(1V) Orlando; Medi-Scene
Ouwt of Tragedy Comes Triump, Wviz-
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TV, Cleveland; AIDS: The Fear, the Re-
ality, WRC-Tv, Washington; Endome-
triosis, WJLA-TV, Washington; U.S.
Astronomical Observatories: State of
the Art, KAET, Tempe, Ariz.

Also, Shades of Gray, KSL-TV Salt
Lake City; The Museum Lives!, WKNO-
TV, Memphis; 3-2-1 CONTACT, Chil-
dren’s Television Workshop, New
York; Nature, WNET-TV New York;
Dinosaur!, Phillips-Mark Productions,
Robert Guenette Productions and CBS
Entertainment, New York; River Jour-
neys: A River Journey by Christina
Dodwell, BBC-TV co-production with
RKO Pictures, Inc. and presented by
WETA-TV, Washington; The End of
Eden, Turner Broadcasting System,
Atlanta; Planet Earth, WQED/Pitts-
burgh, Pittsburgh, and in association
with the National Academy of Sci-
ences, Washington; How About . . . Sci-
ence News Reports for TV, Mr. Wizard
Studio, Canoga Park; National Geo-
graphic Specials, National Geographic
Society, Washington, and WQED/Pitts-
burgh, Pittsburgh.

Performing Arts and Humanities—
The Irish Question, BBC School Ra-
dio, London; WonderWorks, WQED/
Pittsburgh, Pittsburgh; Nobody’s
Child, Joseph Feury Productions, Gay-
lord Production Co. and CBS Enter-
tainment, New York; The Muppets—
A Celebration of 30 Years, Henson As-
sociates and CBS Entertainment, New
York; Love is Never Silent, Marian
Rus Associates Production and NBC-
TV, New York; Arkansas Heritage:
Sesquicentennial Minutes, Arkansas
Educational Television, Conway, Ar;
GED Reading, Kentucky Educational
Television, Lexington; We Are the
Dream, wNEV-TV, Boston; Anna Wy-
man Dance Theatre, KCTS-TV, Seat-
tle; Jazz City, wDIV-TV, Detroit; Puss
in Boots, KING-TV, Seattle.

Also, Arts Illustrated, KCET-TV, Los
Angeles; The Piatigorsky Legacy,
KUSC-FM, Los Angeles; The Nature of
Music, Garuda Productions, Universi-
ty Falls, Md, and WETA-FM, Washing-
ton; The Erratic Attic Radio Show,
Radio New Zealand, Wellington; One

veh, Kentucky Educational Television,
Lexington; Sinclair Lewis: The Man
From Main Street, WBGU-TV, Bowling
Green; Shag, South Carolina ETV Net-
work, Columbia, S.C.; The Heartland
Series: The Civil War Years, WBIR-TV,
Knoxville; and Summer’s End, Arkan-
sas Educational Television, Conway.

Peregrene expansion

Peregrine Film Distribution, the prod-
uct sales arm of Peregrine Entertain-
ment Ltd., has formed a domestic and
international television syndication
sales unit and named six executives to
new positions.

The new division was created be-
cause of Peregrine's recent acquisition
of United entertainment Television’s
100-title film library.

Peregrine has hired Pamela Senatore
as vice president of international sales.
Senatore, who will report to Hal
Brown, president of PFD, will handle
off-shore sales to theatrical, home vid-
eo, cable and TV distributors. She pre-
viously headed the Los Angeles office
of Channel 9 Australia Inc.

Five sales executives have also been
hired in the domestic television sales
division: Heading the group is Dennis
Gresham, who has been named senior
vice president, marketing, for PFD. He
was vice president, western sales for
Lorimar. He will oversee a new four-
person domestic sales staff, including
Judith L. Bernat, formerly with Wes-
tinghouse Broadcasting; Jack Swin-
dell, also from Group W; Amelia Col-
vin, formerly with D. L. Taffner/Ltd.,
and Lindsey Dudevoir, formerly with
American National Eriterprises, which
merged with Peregrine in 1986.

Zooming in on people

Camelot Entertainment has given five
executives broader responsibilities and
titles. Key Starky becomes contract ad-
ministrator, Cathy Sulmasy national
sales manager, Angela Bianco adminis-
trative sales assistant, Sharon

McCough traffic systems operator and
Sharon Edros, administrative assis-
tant. Noreen McGrath joins Camelot as
research analyst.

Paul Wischmeyer has been promot-
ed to vice president, director of sales at
Harmony Gold. He joined the company
in December as vice president, domes-
tic television. Before that, Wischmeyer
was vice president, sales, at Turner
Program Services.

Tom Tardio has been named vice
president, strategic planning, Coca-
Cola Telecommunications. He previ-
ously was vice president, administra-
tion and controls for the Columbia Pic-
tures Television Group. Tardio, who
began his career in 1973 with Deloitte,
Haskins & Sells, joined Columbia Pic-
tures Industries in 1976 in the internal
audit department.

Tom Tardio

David Thomas has beeri named man-
ager, advertising and promotion at the
domestic television division of the Par-
amount Television Group. He comes to

Paramount from wNEV-TV, CBS affili-

ate in Boston, where he had been writ-
er/producer of on-air promotion for the
station’s non-news programming.

Robert B. Affe has been appointed
program director at WTOG-TV Tampa-
St. Petersburg. He had been program
director at woi0-Tv Cleveland since
1985. Affe began his TV career at
WTXX-TV Hartford in 1980.

Linda Hindley has joined Harmony
Gold as midwest regional sales manag-
er. For the past five years, Hindley was

]

People, Many Voices: Jewish Ethnic
Music in America, National Founda-
tion For Jewish Culture, New York,
and National Public Radio, Washing-
ton; Fresh Air, WHYY-FM, Philadel-
phia, and National Public Radio,
Washington; Future Forward, Murray
Street Enterprise and WNYC, New
York; In Celebration of Jazz, National
Public Radio, Washington; Saint Paul
Sunday Morning, Minnesota Public
Radio, St. Paul, Minn., The Face in the
Mirror—For Robert Graves on his 90th
Birthday, WFMT, Chicago; Kitchen
Culture, Reel Women Productions and
KBOO-FM, Portland, Or.; East of Nine-

Mo

CABLE
FILM®

Country Club Station

1987 Our 11th Anniversary Year

913-362-2804

INSPECTOR GENERAL, Danny Kaye and Elsa Lancaster
GUNG HO! and CAPTAIN KIDD, Randolph Scott

260 CLASSIC MOTION PICTURES from CABLE FILMS
Cable Classics for PPV, L/O and PBS
Known by the companies we keep

Herbert Miller, Executive V.P.

Kansas City. MO 64113

Television/Radio Age, March 30, 1987

www americanradiohistorv com

129


www.americanradiohistory.com

Programming/Production

(continued)

responsible for managing two sales
teams selling to 51 stations at Seltel.
Peter Marino has been named vice
president of program development at
Tribune Entertainment. He joined Tri-
bune in fall, 1983, as director of pro-
gram development. Before that, Mari-
no was with WGN Inc. for 14 years,
most recently as manager of advertis-
ing and promotion at WGN-TV Chicago.

{

Peter Marino

Nanci Orgel has been named manag-
er, domestic and international televi-
sion promotion at Viacom Enterprises.
Most recently, Orgel was manager, af-
filiate marketing services, ABC.

Michael Portney has joined Coral
Pictures as western sales manager. Pre-
viously, Portney was a sales executive
at Television Program Enterprises. He
is a veteran of 20 years in broadcast
sales.
Lance B. Taylor has been named cor-

porate vice president, creative affairs,
at Coca-Cola Telecommunications.

Several national networks have sched-
uled special programming and series
premieres to conincide with April’s Na-
tional Cable Month (see Cahle Report
page 30), including:

Arts & Entertainment. LLuciano Pa
varotti, Jessye Norman, Zubin Mehta,
Yo-Yo Ma and lizhak Perlman are
among the performers on Classic Aid, a
two-hour benefit for refugees. Nancy
Reagan, John F. Kennedy, Josephine
Baker and Tennessee Williams are
suhjects of the new Biography series.
The Bolshoi Balle! takes viewers on
tour. Vietnam: The 10,000 Day War
premieres

C-SPAN. Mondays look at “the peo

le and issues Lhat shape the cable v
industry”: “Where is it Going?”, “Ba-
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sic Cable Program Diversity”, “Corpo-
rate Roundtable” and *“Deregulation:
Plus or Minus?”.

CBN. The Many Faces of Fred Tra-

~ velena, the Gospel Music Association’s

Dove Awards and the off-net 12-hour
miniseries A.D. help celebrate the
network’s 10th anniversary.

Discovery Channel. The American
Diary, six one-hour programs hosted
by E. G. Marshall, premieres, along
with The Spice of Life, 13 half-hours
on the history of herbs and spices.

Disney. Free previews take place
during “Sneak-A-Peek Week,” April
6-12. The pay channel focuses on three
premieres: The Jets in Hawaii, a rock
concert, The Vanishing Prairie, a na-
ture documentary feature film; and the
encore and sequel to Anne of Green
Gables.

FNN TelShop. A different brand
name item each night gets discounted
below the already lowest guaranteed
price.

The Learning Channel. Series pre-
mieres include Declarations of Inde-
pendents, Art is Fun and The Wonder-
ful World of Acrylics.

Lifetime. Lifetime Salutes Mom, a
two-hour variety special hosted by Ma-
rie Osmond, highlights “A Month of
Mother’s ‘Days,” a series of specials
about parenting. The theme is also fea-
tured on special episodes of the servi-
ce’s regular series and in such movie
selections as Mother’s Day on Wal-
ton’s Mountain.

The Nashville Network. Celebrating
TNN'’s fourth anniversary, Nashuille
Nouw, the live primetime variety show,
takes its first road trip—to Las Vegas
the week of April 6. Grand Ole Opry
Live Backstage joins Grand Ole Opry
Live, expanding the weekly Opry cov-
erage to an hour. Melody Ranch
Theater, with Gene Autry and Pat
Buttram, premieres, while Happy
Trails Theater with Roy Rogers and
Dale Evans returns. This Week in
Country Music moves from syndica-
tion to cable exclusivity. Musical spe-
cials include shows starring Loretta
[ynn, Barbara Mandrell, Gary Morris,
Charlie Daniels, Hank Williams, Jr.
and Ronnie Milsap.

Showtime. “Familytime” (4-6 p.m.
weekdays, 6-10 a.m. Sundays) takes a
different focus each week—Faerie
Tale Theatre, *Family Films From
Around the World,” “Short Stories”
and “Mark Twain”—with each week’s
shows hosted by a different voung
viewer chosen through regional talent
contests.

Tempo. America’s Cable Showcease,
a weekly hour, showcases local shows
submitted by cable operators from
across the country.

SuperStation WTBS. The '['hree

www americanradiohistorv com

Stooges’ “Greatest Hits” highlight
April Fool’s Day. Dark Victory pre-
mieres in color.

Karl-Lorimar Home Video has
wrapped up a seven-picture U.S. and
Canada acquisition deal with Cinecom
Entertainment Group, to he released by
Cinecom in the 1987-88 film schedule.
Cinecom released A Room With a
View. The film package to be distribut-
ed by K-L includes Swimming to Cam-
bodia, scheduled for a home video re-
lease in October; Maurice, a January
1988 release; Lighthorsemen, a March,
1988 outing; and Deceivers, with Treat
Williams, a November, 1988 video re-
lease.

Magic Window will release two vol-
umes of Zoobilee Zoo, children’s live-
action series being distributed for tele-
vision by SFM Entertainment. The se-
ries was produced by DIC Enterprises
and BRB Productions and stars Ben
Vereen. The two new releases are Zoo-
bilee Zoo: The Land of Rhymes and
Other Stores and Laughland and Oth-
er Stories.

MGM/UA Home Video has adopted
the UPC product coding system on its
VHS and Beta videocassettes and its
laserdiscs. The first five numbers in the
UPC code represent MGM/UA Home
Video as the supplier and will remain
constant. The next four numbers are
the catalog number for the title, and
the final digit designates the format.

Two former Walt Disney executives
have formed their own video company
to represent overseas home sales. The
new company, H&S Video Internation-
al, will be headed by Bob Hendrickson,
as president, and Letticia Stafford.
Hendrickson was vice presdent of the
foreign home video division of the Walt
Disney Co. for seven years, and Staf-
tord was in marketing and sales in the
same division for five years. First group
of programs is from Twin Tower Enter-
prises. These include The Last of the
Gladiators and The Coleman Guide to
Camping. Also upcoming, from a deal
with CCR Video Corp., is Touch the
Sky, with Christopher Reeve, H&S is
based in Burbank.

Fast Forward, a home video sales
and marketing service company, has
been tormed by Steven Ades. He di-
rected sales in the past 18 months of
Prism Entertainment’ sell-through
lines, Marvel Comics and Video Collec-
tion. The base of the company is in Los
Angeles.

MGM/UA Home Video will release
Sunday in the Country in April. The
French film won best director award at
1981 Cannes Film Festival.
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ommercials

Nichols looks back over his 40 years

Carl W. Nichols, chairman emeritus of
Cunningham & Walsh, has been in ad-
vertising for a good long time—40
years, to be exact. That’s long enough
to have lived through most of the for-
mative events in the business—and
time enough to have built a distin-
guished career for himself. Last year,
when he retired from active duty at
C&W, he was elected to the Advertis-
ing Hall of Fame.

Nichols will be inducted into the
Hall on April 1 during ceremonies at
New York’s Waldorf-Astoria, along

Carl W. Nichols, chairman emeri-
tus, Cunningham & Walsh: /n
TV’s infancy, he felt “like a pio-
neer. [TV] revolutionized our bu-
siness.”

with the late Arthur C. Nielsen, Sr.,
founder of the A. C. Nielsen Co.; Ray-
mond J. Petersen, executive vice presi-
dent, Hearst Magazines; and the late
Robert W. Woodruff, director emeri-
tus, The Coca-Cola Co.

Looking back on the trends which
altered the course of advertising, Nich-
ols recalls the introduction of commer-
cial TV, which “revolutionized our busi-
ness. Before that, we were primarily
print-oriented.” And almost simulta-
neous with the beginning of commer-
cial TV was “the introduction of mod-
ern marketing, which changed the ad-
vertising and distribution of products.”

As a young copywriter during com-
mercial TV’s infancy, Nichols “felt like
a pioneer. There were no hard and fast
rules to follow, and we made a lot of
mistakes. But we learned that writing
TV commercials wasn't just like putting
a picture to old radio scripts. You had
to start fresh, with a visual idea.” Some
of his colleagues, in fact, suffered a fate
similar to those silent movie stars who
couldn’t make the transition to talking

pictures; he recalls that the move to TV
commercials “put some great print
people out of the business.”

Visual overemphasis. Looking at to-
day’s trends, Nichols notes that “a
great deal of advertising is trying too
hard to get attention at any cost. The
effort is always to be visually exci-
ting’—with ads that “may not have
anything directly to do with the prod-
uct or its benefits. We need more solid
selling.” He admits that “on balance,
some of the visual overemphasis comes
from an attempt to keep up with Euro-
pean advertising—or, an attempt to
break out of the clutter.”

He feels 15-second spots are “a more
economical way to advertise products,
but they do clutter the airwaves. You
pay for that efficiency.”

As for the effect of VCRs and home
video on viewer’s watching habits,
Nichols, who began at C&W in the
market research department, says that
“at some point, we should see a study
on how many commercials are really
watched. Probably, somebody’s doing
one right now, though I haven't seen it
yet. [ have seen some statistics indicat-
ing that VCR penetration is getting
close to 50 per cent, though,”

Nichols has lived through the “ad-
vent of electronic marvels—cable, com-
puters—and the new emphasis on di-
rect response advertising.” But with all
the technological changes he’s seen,
“the process of creating advertising
still hasn’t changed. It still starts with
the lonely copywriter sitting in a
room.” Also consistent, he says, is that
advertising is “still a personal service
business, dependent on that personal
relationship between the advertiser
and his client.”

U.S. judges picked

Jerry Della Femina, chairman of Della
Femina Travisano & Partners, and
Sean Fitzpatrick, executive vice presi-
dent/director of creative services,
Campbell-Ewald, have been selected as
the two U.S. judges for the Internation-
al Advertising Film Festival in Cannes.
The event, June 15-20, has attracted
more than 3,000 entries vs. 2,500 last
year, according to Terry Laughren,
president of Screenvision Cinema Net-
work, U.S. sponsor of the festival. More
than 600 entries are from the U.S.
Both broadcast and theater commer-
cials are judged at the festival. Both
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Commercials (continued)

U.S. judges say they are not going there
for the purpose of lobbying for U.S.
commercials but, as Fitzpatrick puts it,
“to steal their ideas hefore Jerry [Della
Femina) does.” Della Femina has en-
tered an Isuzu commercial and Camp-
bell-Ewald the Chevrolet “Heartbeat’
series, including a cinema commercial.

The arf-meeow awards

If agencies can win awards for positive
portrayal of women in commercials,
then why shouldn’t dogs and cats get
the same attention? Actually, they do,
and J. Walter Thompson/USA has just
taken first place in the broadcast cate-
gory of the Pets Are Wonderful (PAW)
Advertisers’ Awards Competition. The
PAW Council is a non-profit organiza-
tion based in Chicago, bent on
strengthening the bonds between own-
ers and pets.

The winning spot, for Goodyear Vec-
tor tires, features a young boy and his
father searching for their lost dog.
When the dog is found, it is taken home
in a car equipped with Goodyear tires.
There was a tie for second place. One
winner was Foote Cone & Belding/San
Francisco for Levi Strauss Hardwear
jeans—in a spot about a young boy
growing up in the jeans accompanied
by a pet golden retriever. Tying was
Needham Harper Worldwide’s Bud
Light commercial starring “party ani-
mal” Spuds Mackenzie.

Says Goodyear’s vice president of
advertising Jim DeVoe, “Today, nearly
53 per cent of American homes contain
pets. Using these pets with kids and
their families in our ads provides a
warm, memorable link between Good-
year’s heritage and the present.” Ads
were judged according to how well they
used elements of drama, creativity,
originality and humor to portray the
bond between people and pets.

More bang for the buck

A five-year-old boy banging around a
Fisher-Price tape player while it con-
tinues to play puts the message of dura-
bility across in 15 seconds in a spot out
of J. Walter Thompson/Chicago direct-
ed by Jeff Gorman and Gary Johns of
Johns + Gorman Films, Los Angeles.
In a spot targeted at parents, the boy
flips a tape into the player and begins a
journey downstairs to get something to
eat. He swings the recorder back and
forth, banging it into anything within
reach—walls, stairs, bannisters and
cabinets. He finally drops the recorder

NY's Largest
Teleproduction
Program
Facility

National
Video
Center

NATIONAL VIDEO CENTER
460 West 42nd Street, NY 10036
Phone: (212) 279-2000

SPECIAL FFFECTS

world's largest bank of image solutions

ON FILM AND VIDEO
COMPLETE PRODUCTION FACILITIES

CORPORATE & STATION IDS

DARINO FiLMS
222 Park Ave So. NYC 10003
(212) 228-4024 TX: 494-0255

G J M Videotape Duplication
For Syndicated Programs
Satellite Distribution
Standards Conversions

¥ most competitive prices nationwide
% superior quality and service

* economical shipping costs

GJM ASSOCIATES, INC.
279 E. Liberty Plaza, Ann Arbor, Ml 48104
Phone: (313) 663-1615

DIGITAI. CONVERSION

NTSC/PAL/SECAM

595

2-HOUR MINIMUM

BROADCAST QUALITY

ALL WORK GUARANTEED

FULLY INSURED*SHIP ANYWHERE

VIDEO CENTRAL INC.
J 225 West 36th Street, NY 10018
(212) 947-6960
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BLANK VIDEO TAPE
HALF PRICE!

3/4” lape as low' as $4.99
1”7 & 2% ape only $28.00
WE ALSO BUY USED 1” TAPE
Call Today — 800-238-4300
CARPEL VIDEO INC

et a—

Carpel Video Inc.
429 E. Patrick St., Frederick, MD 21701
Phone: 1-800-238-4300

lNS intl Video, Ltd.

Lo Duplication
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UP TO 3000 COPIES A DAY
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A.N.S. INTERNATIONAL VIDEO
396 Fifth Avenue NY 10018
Phone: (212) 736-1007
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4 East 46 St. NY 10017
Phone: {212) 687-011
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COMPANIES—your tele-
vision prospects read
Television/Radio Age.
| Reach them effectively in
these columns. For infor-
mation call in New York,
l (212)y 757-8400.
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onto the floor, where it continues to
play. The commercia! steered away
from emphasis om product shots and
concentrated on the face and personal-
ity of the child, while still featuring the
product.

For the agency, Hank Hechtman and
Norm Kantor were creative directors,

Liz Wedlar: produced, Alex Fenton was,

art director and Dave Wsolowski copy
writer. Sam Schapiro was executive
producer for Johns + Gorman.

Amex in TV debut

The American Stock Exchange, with
the help of New York agency Siegel &
Gale, is launching its first TV advertis.
ing campalgn. Tt focuses on the exchan-
ge’s unique role as a diversified finan

cial exchange and the nation’s only pri

mary equity marketplace and principal
options exchange

The theme of the campaign, “We Ex
tend Your Reach,” summarizes how
the exchange’s product mix and strate
gic direction translate into benefits to
its key constituencies, including listed
companies, public investors and bro
kerage firms. Two 30-second spots
have been scheduled on major business
programs on broadcast and cable net
works and on individual stations.

The commercials, titled “The Op-
tions Pit” and “An Attractive Invest
ment,” dramatize the thriving nature
of the Amex marketplace and its com
petitive prowess resulting from techno
logical advances and international ties.
The campaign was scheduled for four
flights—March, May, September and
November.

ITS on the move

The International Teleproduction So-
ciety has moved to larger quarters at
990 Avenue of the Americas at 37th
Street, Suite 21E, New York, N.Y
10018. The new facility is being de-
stgned to better accommodate ITS
meetings, screenings and other activi
ties, according to Janet Luhrs, execu
tive director. New phone number is
(212) 629-3266.

Meanwhile, Luhrs reports entries
submitted for the organization’s Moni
tor Awards have increased by more
than 50 per cent over last year’s. The
awards will be presented June 22 at the
New York State Theater in Lincoln
Center. New categories added this
year——promos, paint design and fea
tures—account for 25 per cent of the
total number of entries, Luhrs reports.

Entries will be judged by teams of
industry experts both across the U.S.
and in London.
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VIDEO DUB INC
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Audio Sweetening
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NATIONAL VIDEO CENTER
460 West 42nd Street, NY 10036
Phone: (212) 279-2000
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1600 Broadway, NY 10019
Phone: (212) 265-2942
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!Vall Street Report

' Acquisitions, programming
writeoff push Malrite
earnings into the red

Despite a non-cash writedown of programming in
ventory taking Malrite Communications well into the
loss column for the year ended December 31, 1986, at
least one securities analyst is bullish about the com-
pany’s prospects. Jeff Stein, first vice president of
McDonald & Co., Cleveland, is projecting net earn-
ings of $1.4 million, or 10 cents a share, for 1987. He
adds, “This is misleading because of the heavy acqui-
sition activity. They’ve seen an increase in the
amount of goodwill amortization; that’s a non-cash
charge. If you exclude that, the company is doing
well.”

Now operating six TV and 12 radio stations, Mal-
rite, according to Stein, is doing a good job of “identi-
fying, purchasing and turning around underperform-
ing broadcast properties.” He defines Malrite’s write-
down of programming inventory that is declining in
value as “prudent.”

Effect of writedown

The writedown totaled $9.8 million pretax, making
for a loss of $7.2 million before an extraordinary
charge of $1.8 million for prepayment of high-interest

Malrite Communications Group, Inc.
(In thousands except per share amounts)

debt, bringing the net loss to $9 million, or 67 cents
per share, compared with black ink of almost the
same amount in 1985, when the company had a pre-
tax gain of $8.7 million from sale of radio stations.

Malrite reported revenues for the year at $106.5
million, a 28 per cent increase from $83.3 million in
1985. Milton Maltz, chairman, comments, “Our dra-
matic expansion in 1986 helped us to exceed our rev-
enue goals. But it is also heavily responsible for our
earnings decline. Our approach to the acquisition of
radio and television stations calls for considerable en- |
gineering, programming and promotional expenses as
we develop these properties. l

“Because we have added three radio and two tele-
vision stations to our roster during the course of
1986, our financial results were necessarily burdened |
by the costs of their assimilation, as well as the high-
er depreciation, amortization and interest charges
that result from such acquisitions.”

Before giving effect to the writedown, Malrite’s
profits from its stations (income from operations, ex-
cluding depreciation, amortization, corporate ex-
penses and programming writedown) were $22.9 mil-
lion in 1986 and $22.8 million in 1985.

Station acquisitions

During 1986, Malrite increased both revenues and ex-
penses by acquiring two TV stations—WOIO(TV)
Cleveland and wSTE-TV San Juan-Ponce, P.R. (for-
merly WLUZ-TV)—and three radio stations—KLAC/
KZLA(FM) Los Angeles and KKHT(FM) Houston, for-
merly KSRR.

For year ended
December 31

Fourth gtr. ended
December 31

1986 1985 1986 1985
Total revenues $106,469 $83,294 $30,344 $23,280
Profit from broadcasting stations 22,895 22,789 5,753 7,187
Income (loss) from operations 2,147@ 14,263 (6,888)@ 5,008
income (loss) before gain on (10,467) 7,388 (10,199) 3,144
disposal, income taxes and
extraordinary item
Gain on disposal of assets — 8,651 = =
Income (loss) before income taxes (10,467) 16,0400 (10,199) 3,144
and extraordinary item _
Income (loss) before extraordinary (7,161) 8,828 (6,098) 1,633
item
Extraordinary item (net of income (1,818)@ - - — —
tax benefit)
Net income (l0ss) (8,979) 8,828 (6,098) 1,633
Net income (loss) per share: (.53) .70 (.44) .13
Income (loss) before extra-
ordinary item
Net income (loss) (.67) .70 (.44) 13
Weighted average shares 13,390 12,669 13,770 12,655

(&) Includes & non-cash pre-tax charge of $9.8 million associated with a reduction in the valuation of film contracts (rights to air television programming). () Includes pre-tax gains of
' $8.7 milllon trom disposals of assets. () A charge relating to the early prepayment of $ 16 million of 15 %% senlor secured notes.
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Fairness (from page 43)

troduce legislation “to redo what we
already thought we had done some 30
years ago: codify the fairnes doctrine.”

As for the impact of the doctrine on
broadcasters, Hollings acknowledges,
“I would not dispute that there have
been specific instances when the fair-
ness doctrine has made a broadcaster
wary about airing a program or adver-
tisement. But the times have been rare.”

Hollings is not bucking the wind in
introducing the legislation. Dingell has
introduced an identical bill in the
House and has scheduled hearings for
as early as mid-April.

The sentiment in favor of it is so
overwhelming on both sides of the po-
litical aisle that broadcasters are re-
duced to perfunctory opposition to- it
and even putting forth reasons why it
may not be such a bad thing. The
broadcasting community itself is not
only split on how to oppose the doc-
trine; it is even split on the efficacy of
the doctrine itself.

John Summers, chief lobbyist for the
NAB, agrees that the odds of stopping
the legislation are few. “Virtually the
entire leadership on Capitol Hill is be-
hind codification, and that’s going to
make that awfully tough to stop,” he

It’s possible broadcasters will not
want to risk harming congressional
goodwill by opposing the fairness
doctrine while they have a chance to
eliminate comparative renewal.

says. “We will start out with all-out
opposition to get a taste of what we’re
up against.”

Summers also faces a division within
the ranks of the NAB membership,
with some saying the issue is a tough
one to fight right now because of its
fuzziness. President Eddie Fritts ex-
plains: “There’s another school of
thought that says, ‘Since we haven’t
been able to get the courts to rule on
the fairness doctrine’s constitutional-
ity, the best way to get a challenge be-
fore the courts is to have the Congress
codify it and make it a law, and then
you could take that law directly to the
courts to challenge it.” ”

And Summers points out another re-
ality. As it has with the House, the
broadcasters have a chance to make a
new start in relationships with Con-
gress and don't want a repeat of the

animosity that built up to the point, at
least in the House subcommittee, that
victories for broadcasters were hard to
come by in previous congresses.

He says, “There are people who feel
that it’s not worth spilling all that
blood that will have to be spilled, that
you’re better off just letting it be codi-
fied and go to court. That’s not our
position at this time,” but he acknowl-
edges that there is a limit to the sacri-
fice the organization is about to make.

Comparative renewal

Although such suggestions are de-
nied by all involved, there also is the
possibility that broadcasters will not
want to risk harming goodwill by op-
posing the fairness doctrine codifica-
tion too strenuously in the face of over-
whelming congressional sentiment for

sillerman-Mdgee

Providing creative financial solutions
for communications transactions.

Investments in over

650 million dollars of properties™.

Sillerman-Magee

Communicatfons Management Corporation

150 East 58th Street
New York, New York 10155

*Pending FCC approval
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it at a time they feel they have a chance
to make one of their biggest and most
important gains in years—on elimina-
tion of the comparative renewal. re-
quirement.

The Senate also may not be as
friendly as the House in considering a
repeal of the comparative renewal pro-
cess. A spokesman for Hollings’ pane}
says that work is still underway on the
Senate version, which is to he intro-
duced in April unless a search for a
committee consensus delays a final
draft.

Hollings has suggested, however,
that in general he does favor elimina-
tion of the comparative renewal pro-
cess, but hints that broadcasters are
going to have to pay a price for it. One
might be restoration of the three-year
trafficking rule, which the FCC got rid
of in 1980. Restoration would be a reac-
tion to the heavy activity of resale and
license transfers that have gone on in
the broadcasting industry since the
rule requiring an owner to hold on to a
license for at least three years was re-
pealed.

The committee spokesman also sug-
gests the Senate bill to remove the
‘comparative renewal requirement
might go farther than the House in giv-

ing ‘“‘greater meaning to the public
trustee standard.’

The Democratic Senate staff, back in
the majority role after six years of only
watching activity from the minority
side, has not yet focused on the politi-
cal advertising issue, which in the Sen-
ate will be split among two subcommit
tees.

If the proposal by Rep. Al Swift (D-
Wash.) in the House to reduce the low-
est-unit rate charge gets a Senate spon
sor, it will be handled by the Communi-
cations Subcommittee, but the
spokesman said the panel had not fo-
cused on that issue yet.

Other campaign advertising actions,
such as Danforth’s proposal of last year
to require stations to provide free
blocks of time for debates among polit-
ical candidates, are expected to be
hrought up in this session of Congress.

Land mobile spectrum

Sen. Albert Gore (D-Tenn.), who did
a lot of work in pressuring the FCC on
the issue of allocating UHF spectrum to
land mobile, can be expected to intro-
duce legislation to correct the problem
if the FCC turns around again and pro-
ceeds with the allocation. Such an allo-

cation, broadcasters feel, would even-—'
tually deny them the ability to compete
with cable and other services in provid- I
ing high-definition television.
Gore also has introduced one of only
a handful of bills that have been intro-
duced this year that affect the telecom-
munications industry. The cable indus-
| try will be closely watching the pro-
gress of 8-209, which would enable the
Bell operating companies, among other
things, to provide information services
in competition with other entities.
When the Senate Commerce Com-
| mittee fell into Democratic hands this
year, it was reorganized to split off
some of the duties of the Communica-
tions Subcommittee into a new Con-
| sumer Subcommittee with Gore as its
{ chairman. 1t would be his panel that
would handle any revival of the furor of
last year over obscenity in music.
Gore's panel also would be the one to
handle any move in that body to cor-
rect the complaints after last fall’s con-
gressional election of negative cam-
paign advertising. But no legislation
had been introduced by mid-March.
Gore’s panel also may at least share
some of the action if legislation is
pushed in the Senate to deny tax de-
ductions for advertisements for ciga-
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[TV 57%17/0/17 A’-'*‘ U I'T'ING
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1f you could use a little help, call or .
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you much in the way of essential services. San Juan Capisiarn
Of course, if you want to do it all by yourself . .. California 92675 2
(714) 493-5333
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rettes, and some other proposals to
deny deductions for all tobacco prod-
ucts, for heer and wine, and for military
equipment. The NAB fears that open-
ing the door even to cigarettes, which
broadcasters have long heen prohibited
from carrying spots for, would estab-
lish a precedent that would open the
door to further exclusions.

Sen. Strom Thurmend (R-S.C.) has
introduced the Senate counterpart to
Rep. Rick Boucher’s (D-Va.) bill to re-
quire the rights to music that are part
of a program to be included in the
rights for the entire program when it is
sold in syndication. Thurmond’s S-698
faces an uncertain future in the Judi-
ciary Committee, no longer controlled
by him, but by Sen. Joseph Biden (D-
Del.)

Copyright issues

Generally, however, copyright issues
such as that, and the compulsory li-
cense which the cable industry enjoys,
are left to the copyright subcommittee
in the House to generate. Rep. Robert
Kastenmeier (D-Wis.), long-time
chairman of that panel, was the princi-
pal author of the 1976 Copyright Act
that included those provisions for the
first time. He has, however, been loathe
to change that act.

Otherwise, as they were in the lame-
duck days of Goldwater’s leadership of
the Communications Subcommittee,
things are expected to be largely quiet
this year as far as foreseen issues are
concerned.

In the Senate in general, whether in
Inouye’s subcommittee, Gore's or in
some other committee, the Senate, al-
though no focusing has been done on
them yet, may take up some or all of the
following issues this term:

@ The airing of advertisements pro-
moting the use of condoms as a pre-
ferred way to combat the spread of the
acquired immunity disease syndrome
(AIDS). The Health subcommittee of
the House Energy and Commerce
Committee already heard from repre-
sentatives of the major networks on
their policies and made strong appeals
for them to air the controversial ads.

@ Campaign reform in general is ex-
pected to be a hot topic in the Congress
this year, with many bills already intro-
duced on the subject. Although none is
aimed specifically at the broadcasting
industry, there is an expectation that
broadcasting-related issues will be-
come caught up in the effort.

® Fowler has been closely questioned
at appropriations hearings on the Hill
this year about the FCC’s decision that,
in effect, there is no problem in the
scrambling of satellite signals any
more, that the marketplace is taking

care of the problem. Many of his ques-
tioners have not been satisfied with
that answer, and if the dish owners get
organized again and come forth with
legitimate complaints, there may be an
effort to reopen that issue.

B And, as the earlier pressure from the
Communications Subcommittee has
indicated, the panel is extremely inter-
ested in the must-carry issue and wants
tosee it resolved quickly. The issue was
one of the last items on an FCC agenda
before the NAB convention, and its fi-
nal decision was expected to be a major
point of discussion.

Patrick (from page 41)

time in my almost 13 years here that [
saw a letter signed by every member,
Republican and Democrat, of the
House Telecommunications Subcom-
mittee. They were saying, ‘You will
craft a must-carry rule.””

Quello’s interpretation of the event
was, “It must mean that reason and
justice is on the side of some kind of
reasonable must-carry.” Already an ar-
dent supporter of a must-carry rule,

- and citing similar pressure from the

(continued on page 140)
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Call For Action welcomes

1k

WTVG TOLEDO

to its network of dedicated broadcasters.

Call For Action is a unique partnership between
community volunteers and broadcasters which has
been serving the public since 1963. Using the combined
expertise of the Call For Action network and the clout
of the broadcaster, Call For Action provides a strong
voice to solve problems and cut through red tape.

THE CALL FOR ACTION NETWORK

KYWi/Philadelphia, PA
KDKA/Pittsburgh, PA
WRAL-TV/Raleigh, NC
KMOX/St. Louis, MO
KCSTTV/San Diego, CA
KCBS/San Francisco, CA
WHEN/Syracuse, NY
WTOP/Washington, DC

WFBG/Altoona, PA
WBAL/Baltimore, MD
WBZ/Boston, MA
WIVB-TV/Buffalo, NY
WGN/Chicago, IL
WJIWTV/Cleveland, OH
KLZ-KAZY/Denver, CO
WJR/Detroit, Ml

WRAL-TV/Durham, NC
WOWO/Fort Wayne, IN
KCTV/Kansas City, MO
WGSM/Long Island, NY
KFWB/Los Angeles, CA
KTNQ/Los Angeles, CA*
WDIA/Memphis, TN
WELI/New Haven, CT

*Spanish Language Station

¢®®¢ CALL FOR ACTION, INC.

® ® 575 Lexington Avenue
’.&.’ New York, N.Y. 10022

212-355-5965
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Leading medical service television advertisers

in 1986
1985 1986 % change
intercept (Multi-market) $4,898,400 $9,103,600 +86
Schick, Inc. (Multi-market) 4,780,500 7,227,100 +51
Comprehensive Care Corp. (MM) 4,246,200 6,377,400 +50
New Beginnings Treatment Centers (MM) 1,700,600 1,707,400 -0-
Paintrol Pain Treatment Centers (MM) 73,900 1,667,700 +2157
Humana, Inc. (Multi-Market) 4,971,100 1,530,000 —69
Kaiser Foundation (HMO) (Multi market) — 1,048,400 +inf.
Rader Institute (Multi-market) 910,100 1,010,700 +11
Profiles & Contours Cosmetic Surgery (NY) 195,500 1,007,100 +415
- Glenbeigh Hospital (Multi-market) 43,200 978,100 +2164
Park East Institute (New York) 191,800 912,800 +376
Dr. Dennis Brooks Ophthalmologist (MM) 1,103,900 904,100 —18
Lite Life Weight Loss Program (MM) 708,700 810,400 +14
Henry Ford Hospital (Detroit) 557,700 773,300 +39
Cataract Institute (Houston) — 752,300 +inf.
Habilitat Drug Centers (Multi-market) 275,600 705,300 +156
Univ. of Michigan Hospital - 704,900 +Inf.
Colorado Eye Physicians 411,900 675,800 +64
Urban Health Services (Chicago) — 656,000 +Inf.
South Fulton Hospital (Atlanta) 211,900 575,600 +172

* Includes $27, 800 network Tv.advertising In 1986. All other expenditures are placed market-by-market on spot television.
Source: Television Bureau of Advertising from analysis of Broadcast Advertisers Reports data

Leading dental service television advertisers in 1986

1985 1986 % change
Dental Centers Located at Sears* $119,400 $1,467,800 +1129
Dental Health Dental Clinic (Phoenix) 880,100 689,800 —22
Affordable Denture Clinics (Multi-market) 210,400 437,800 +108
Orthodontist Reference Service (L.A., 195,000 424,600 +118
San Diego)
Dental Implant Association (Multi-market) — 388,300 +inf.
American Dental Council (S.F., 385,800 387,500 -0-
Sacramento)
American Dental Centers (Cleveland, 302,300 329,400 +9
Pittsburgh, Phila.)
Dr. Campbell, Dentist (L.A. San Fran.) 281,200 278,400 —1
Great Teeth Dental Centers (Minneapolis) — 211,600 +inf.
209,200

Dental Service of America (Multi-market) —

+inf.

* Operated In 1986 as Famlly Dental Centers and Pearle Dental Centers with new name adopted in 1987. Source:
Television Bureau of Advertising from analysls of Broadcast Advertisers Reports data

- Tv category totals
1985 1986 % change
Medical and Dental Services $ 86,894,300 $113,793,200 +31
Optical Services (seo p. 146) 38,695,300 54,799,000 +42
Total Health Services $125,589,600 $168,592,200 +34
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BANFF MFEANS BUSINESS

SEVEN DAYS
IN JUNE

The eighth Banff Television Festival

June 7 - 13, 1987. As always. we're
opening with a class act: this year. a
salute to the BBC for half a century of
remarkable television

After the celebrations. it's down to
business. Fifty hours of seminars
and workshops. hundreds of hours of
world class television programs. and
unparalleled opportunities for you to
make contacts. make deals. and make
friends.

LET'S TALK
CO-PRODUCTIONS
e E——

With Sheldon Cooper and Don
Taffner. Richard Price and Jacques
Dercourt. Americans and British.
French and Spanish. Canadians and
Germans. ltalians and Dutch.

This year. we're doing three major
conference sessions on international
co-production opportunities. “Americans
Who Co-produce.” “The European
Alernative.” And “The Banff International
Market Simulation—Take 3." where
real projects are evaluated by people
who can (and do!) make genuine
commitments on the convention floor.

CANADA AND
THE WORLD

with the advent of Telefilm
Canada's multi-million dollar Broadcast
Program Development Fund-and
an ever increasing number of co-
production treaties—more and more
Canadian producers are looking beyond
our borders for co-production partners.

Banff attracts the key players in the
Canadian industry. and an impressive
line-up of international broadcast
executives and independent pro-
ducers. And they're accessibie. Banff is
important enough to attract the best.
but smali enough for easy contact.

AND THERE'S MUCH
MORE HAPPENING
E

Co-production Is a major theme
for Banff'87, but there’s lots more to
do. to see. 1o talk about. We'll look at
television's role in the development of
a national cinema: the impact of
Channel 4. and the expenences of
other countries.

Archival teievision- Who's keeping
what? How is it used and abused?
What's been thrown out?

A week-long writers” workshop with
members of the International Affilia-
tion of Writers Guilds. and a week-
long panel featuring outstanding
television directors.

The list goes on: new satellite
technologies: advances in computer
animation: music workshops: screenings
and retrospectives.

HERE'S WHAT
YOU GET
———————=———1

As a registered Banff delegate, you
get a week chock full of opportunities,
information. and entertainment. You'll
be admitted to ail the seminars and
workshops you care to attend

You'll have access (free of charge) to
our "on demand” screening rooms.

And you'll be invited to all official
festival social events—at no extra cost
These include opening night festivities,
Monday reception. Tribute Night
honoring MTM Enterprises Inc., Awards
Night, and our mid-week Western
Canadian barbecue.

The Banff Television Festival. At the
Banff Park Lodge. in the heart of the
Canadian Rockies

Banff means business!

BANEFF

TELEVISION FESTIVAL

BANFF TELEVISION FESTIVAL, jUNE 7 - 13, 1987, BANFI

For more information. please contact: Banff Television Festive
_rBanff. Alberta, Canada TOL OCO Telephone: (403) 762-3060 Telex:

www americanradiohistorv com
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Patrick (from page 137)

Senate, Quello adds, “You don’t get
that unanimous opinion by just sheer
power of lobbying.”

He agrees with Fowler’s marketplace
philosophy, Quello says, “but some-
times Mark just goes too far.”

Quello is pushing for the FCC to re-
visit its repeal of a three-year waiting
rule on resale or transfer of broadcast
property. Rep. Al Swift (D-Wash.) is
preparing to push for codification of
the “trafficking rule” in the House.

Quello cites the repeal of the rule as

one of the excessive steps the commis-
sion took. He notes that there were
2,457 transfers of radio licenses in 1986
and 767 for television, far above the
usual number in one year. He calls it
part of “an unprecedented churn of
broadcast properties.”

The repeal of the trafficking rule
may have been all right on its own,
Quello argues, but the commission also
eliminated financial qualification
rules, extended the ownership limits,
liberalized attribution rules, eased
some of the renewal and transfer re-
quirements and is in the process of eas-
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tomorrow’s trends today. It takes su-
perior research services that inte-
grate data and bring your audience

into sharper focus... hi-tech capa-
bility to help you detect the slightest

changes taking place...all the tools

you need to develop new business

out of tomorrow’s trends. Only one

company has it all.

ARBITRON RATINGS

We know the territory.

Come sce the latest trend * NAB Booth #3103
March 28-31
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A call for ‘stability’

With two FCC commissioners present
as the Broadcast Pioneers recently
honored Freedom Newspapers’ WRGB
Albany-Schenectady-Troy, Gary
Chapman, director of broadcasting for
the newspaper group’s Broadcast Divi-
sion, saw an opportunity to get a mes-
sage across.

Emphasizing that his company has a
“targeted objective of operating our
television stations in the public inter-
est,” he then directed his next com-
ment to Commissioners James Quello
and Patricia Diaz, Dennis, who were on
the dais. “I would invite you,” he said,
“to continue reconsidering, with an ob-
jective of reinstituting, anti-traffic,
three-year ownership and financial
qualification regulations in an attempt
to provide greater stability to the tele-

. wvision industry.”

ing cross-ownership prohibitions. The
commission has recognized that the
easing of the rules regarding financial
qualification, requiring applicants for
construction permits just to check a
box on the application has led to seri-
ous abuses. The FCC has voted to crack
down on them.

It Commissioner Mimi Dawson has
her way, the commission will do what
she has been pushing it to do in her
nearly six years at the commission—
take a comprehensive look at the agen-
cy’s ownership rules. She would even
take a new look at the rules barring
newspapers from owning broadcasting
outlets in the same market.

Although she went along with them
as necessary at the time, she criticizes
what she calls the commission’s ad hoc
approach to waiving local ownership
rules. But she believes “‘the FCC has
stretched the outer limits” and must sit
down and realize that “the growing
number of these'ad hoc determinations
points clearly to the advisability of re-

Television/Radio Age, March 30, 1987
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fashioning new rules for general appli-
cation.”

Ownership rules

Although the emphasis now is on
helping AM broadcasters and other
“hardship cases,” she says, the com-
mission must realize that “ownership
rules that impose arbitrary numerical
limits on the number of stations that
can be owned often fail to reflect the
realities of the marketplace. I am
therefore in favor of the commission’s
revisiting its local ownership rules in a

comprehensive fashion.”

She favors using the Justice Depart-
ment’s approach to ownership concen-
tration within an industry. It uses an
index to determine at what point one
entity would gain too great a share of a
certain market in order for competition
to survive. X

Whether Dawson will stay around at
the FCC to see her wishes come true is a
matter of speculation. Earlier this year,
after Patrick, her junior on the com-
mission, was named to be the next
chairman, a post Dawson has been said
to be seeking for several years, there

THREE DECADES OF RADIO & ROCK 'N ROLL

ROCKING AMERICA How The All-Hit
Radio Stations Took Over by Rick Sklar

Please send
@ $12.95 each (paperback).

Name

__ copies of ROCKING AMERICA

"Without question, Rick Sklar
is the Dean of Contemporary
Radio Programmers, and the
man most responsible for
making the term ‘Top 40 a
household word.”

—NMichael L. Eskridge
V.P. RCA Home Info. Systems

ROCKING AMERICA traces
the rise of rock 'n roll radio,
fromits originstoits explosion
across the country and be-
yond, as it was experienced
by Rick Sklar as a radio pro-
grammer.

3

Rick Sklar is a radio and
music video program consul-
tant and was formally a con-
sultant for ABC-TV's music
video programs. He has been
program director at New York
radio stations WINS, WMGM,
and at WABC, which he built
into ‘‘the most listened-to
station in the nation.”

Address .

City
State

Payment or company purchase order must accompany order. Return coupon to:
TV/Radio Age, 1270 Avenue of the Americas, N.Y., N.Y. 10020

Zip -
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were reports she would be offered an-
other position in the administration,
equal to an assistant secretary in a de-

. partment. That would be offered, it

was said, to allow her to save face after
a losing effort at the FCC.

But Dawson and her husband are
now said to be in the process of adopt-
ing a second child, which might make
the demands of a Cabinet subsecretary
unbearable.

The fifth member of the commission,

who is the new chairman’s converse

namesake, Patricia Dennis, has only
been a member of the panel since last
summer and has yet to make her mark
with an expressed philosophy. She has,
however, raised some questions at FCC
hearings on items that her more senior
colleagues often took for granted.

In taking over the chairmanship,
Patrick may want to put his own stamp
on the commission, but he will have to,
like it or not, live with Fowler’s legacy
for some months to come. Several ini-
tiatives taken under the Fowler regime
will have to be completed while Patrick
is in the chair, although their slant, and
even their focus may be changed some-
what.

Fariness doctrine

One is the potentially explosive re-
port due to Congress by Sept. 30 on
alternative ways the FCC can offer for
policing the public interest obligations
of broadcasters in the absence of a fair-
ness doctrine. A wrong step in that re-
port, which will be largely drafted un-
der Patrick’s tutelage, could bring
down the wrath of Congress on the new
chairman in his first year.

The allocation of UHF spectrum to
land mobile also is expected to be revis-
ited, although not necessarily in the
same form.

Fowler told an appropriations sub-
committee, to members’ displeasure,
that he thinks ‘““broadcasters overreact-
ed, frankly,” because “we believe we
will be able to find the spectrum when
HDTV becomes viable, and we will be
able to go forward with it.”

If the NAB has its way, the FCC will
take the lead in undercutting congres-
sional efforts at changing the rules on
political advertising.

John Summers, NAB executive vice
president, says the FCC could do so on
its own. ‘‘Basically those proposals are
one, to have the FCC change their in-
terpretation of use so that you don’t get
lowest unit charge and censorship pro-
tection unless you appear for a sub-
stantial period in the spot, 50 per cent
or more of the time with the candidate
appearing.

“We think that candidates would be
disinclined to engage in negative adver-
tising it they have to appear themselves

Television/Radio Age, March 30, 1987
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THE VITAL LINK
MUSIC, MEDIA & MARKETING

X THE TOP-LEVEL INTERNATIONAL CONFERENCE
Keynote speakers already confirmed, include Jan Timmer (President Polygram Int.) on CD-Video, Norm Pattiz (President
Westwood One) on the worldwide syndication of programmes, and Stan Cornyn (President The Record Group) on CD
interactive. European and U.S. companies that have booked for the 2nd IMMC: BBC, Picadilly Productions, Music Box,
Super Channel, MTV, Rias Berlin, WDR Cologne, SDR Stuttgart, Formel Eins TV, Veronica Countdown, RCA/Ariola, Virgin,
Zomba, BRT Belgium, Westwood one, WEA, A&M, CBS, EMI, MCA, Polygram, Sire, Island, Chrysalis, Sonet, Rete 105 Milano,
Lightning, DID, CMA, and Global Music.

@ SESSIONS MAY GIVE YOU ANSWERS TO YOUR FUTURE BUSINESS QUESTIONS.

THE PAN-EUROPEAN CONCEPT YOUTH-MARKETING AND MEDIA PROGRAMME BARTERING, ANEW 1
Myth or Reality? Which youth-market? INVENTION
“Super Channel/The Muppets, who's
US VERSUS EUROPE .
TV OVERKILL . The difference between US and selling who?
Is multi-channel TV making VIDIOTS of European radio formats
us all? ) VIDEO VIOLENCE
WHO BREAKS THEACT? Number 1 with too many bullets?
MARKETING WITH MUSIC Does radio feed music television or
More than just a one-night stand? vice versa?

X THE INTERNATIONAL MUSIC VIDEO FESTIVAL

The definitive International Music Video Competition with a distinguished International Jury and categories for Clips &
Long-Forms. Awards will be presented during the IMMC gala evening, highlighting:

@ THE CHILDREN OF THE WORLD MUSIC VIDEO CLIP AWARD.
X THE MUSIC, MEDIA & MARKETING MARKETPLACE

A Meeting place for Programmers, Producers, and Distributors of Music Programming for Television, Home Video, Radio,
Press and the Marketing World. The market will take place in the Montreux Convention Center and will have Hi-Tech listening
and viewing facilities, as well as an exhibition area.

©® THE IDEAL OPPORTUNITY.TO MEET INTERNATIONAL ARTISTS AND THEIR MANAGERS.
Y THE SUPERSTAR ROCK TV SPECIALS

The Golden Rose of Montreux Television Festival, held concurrently with the IMMC, brings to Montreux today’s Leading Pop
Stars for the recording of a World-Class TV Special co-produced by Swiss Television and BBC’s Michael Hurll.

® AN UNIQUE OPPORTUNITY FOR THE MEDIA TO INTERVIEW THE SUPERSTARS.
' THE SPECIAL AWARD & NEW ARTIST SHOWCASES

IMMC will present emerging International Artists who appear in conjunction with the Superstars in the Rock TV Special.
Other New Talent presentations will take place at various Montreux venues during the event.

@ SPECIAL PRESS & MUSIC ADVERTISING AWARDS, ETC.
Y THE GOLDEN ROSE OF MONTREUX TELEVISION FESTIVAL

Europe’s most impBriant TV competition for Light-Entertainment Programming. IMMC participants will have free access to
daily screenings and to the presentations of top-rate international TV programmes.

@ THE CONFERENCE SCHEDULE WILL LEAVE YOU PLENTY OF TIME FOR BUSINESS MEETINGS WITH
COLLEAGUES FROM ALL DISCIPLINES.

Registration fee US $ 325. Includes access to all IMMC & Golden Rose Events.
Special air fares, Hotel and group rates available.

IMMC is a joint venture by Music & Media, the Golden Rose of Montreux and Billboard.

THE INTERNATIONAL MUSIC & MEDIA CONFERENCE MONTREUX, SWITZERLAND MAY 13-16, 1987

IMMC BILLBOARD U.S.A.
Peggy Dold Please rush me further details on IMMC '87.
1515 Broadway, 39th Floor

NEW YORK, NY 10036 U.S.A.
Tel: (212) 764 7300 - (212) 764 7754 Name
Tix: 710581 6279 - Fax: (212) 764 7450

Company
PR. & PRESS CONSULTANTS USA Title
Raleigh Pinskey ) Add
¢/o The Raleigh Pinskey Group ress

250 West 57th Street, STE 2507

NEW YORK CITY, NY10019, U.S.A.
Tel: 1.212.265.4160, E-Mail: IMC2242 Phone
Fax: 1.212.247.8269
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and be the mudslinger. Otherwise, they
are going to have to pay full charges to
do that kind of advertising.”

The second proposal the NAB will
put forward, he says, is “they ought to
come out with another futher exemp-
tion, a reinterpretation, if you will, of
the news interview exemption” similar
to the one that allows broadcasters to
hold debates among major candidates
for office. Exemptions are for regularly
scheduled news shows, he says, and
they should be expanded to exempt
any news program.

He says, “That would allow stations
todo an awful lot more short abbreviat-
ed interviews lasting maybe 30 seconds
or a minute in which they would ask
questions about the issues and let can-
didates respond. They wouldn't have
to worry about providing an equal
amount of time for all those fringe can-

didates.”

Summers says he has no idea how
that suggestion will be received by the
Patrick administration, but he expects
the NAB to make that argument before
Congress and see if Congress accepts
the idea and pressures the FCC to act.

Minority preferences

The agency also has to deal with the
issue of minority preferences. Patrick
has long been opposed to any quotas
for minorities, but the commission is
under court supervision on the ques-
tion and will have to face the issue
soon.

Patrick is caught in a tight squeeze
on the issue. When the entire FCC was
called to Capitol Hill on the issue last
fall, members of the Telecommunica-
tions Subcommittee poured forth some

of the strongest language ever used
against members of a federal agency.

The FCC had opposed in court the
granting of minority preferences in the
award of licenses but later asked for the
case back on remand. In the meantime
it has stayed any requests for license
transfers in which minority preference
plays a substantial role.

Among some of the other issues that
may be brought up by the FCC this
year or next are: further action to im-
prove the viability of the AM band, sim-
ilar action in favor of the FM band, the
question of spectrum auctions and how
far the FCC will go in selling the na-
tion's airwaves, possible elimination of
the two-to-a-market ownership rules,
the issue of scrambling satellite signals,
and perhaps even what promises to be a
major controversy, the concentration
of ownership in the cable industry. 0O

Leading convenience & specialty food store television advertisers—1986

1985 1986
Network TV Spot Tv Total v Network Tv  Spot Tv Total Tv % change
Dunkin Donuts $5,490,600 $5,560,700 $11,051,300 $2,216,000 $8,826,400 $11,042,400 -0-
Southland Corp. 1,296,700 6,667,500 7,964,200 866,300 8,526,000 9,392,300 +18
Baskin-Robbins 2,225,300 1,380,200 3,605,500 2,866,600 3,749,600 6,616,200 +84
Carvel — 5,326,200 5,326,200 — 5,118,900 5,118,900 -4
AM-PM — 3,388,200 3,388,200 471,200 4,283,400 4,754,600 +40
Braum's Ice Cream/ —_— 1,630,300 1,630,300 — 1,972,400 1,972,400 +21
Dairy Store
Winchell's — 2,372,900 2,372,900 — 1,594,100 1,594,100 —33
Donut House
WAWA —_— 780,600 780,600 — 1,473,700 1,473,700 +89
Source: Television Bureau of Advertising from Broadcast Advertisers Reports data
Leading restaurant and fast food chain television advertisers in 1986
1985 1986
Network Spot Total Network Spot Total % change

Category total $415,772,900 $671,970,500 $1,087,743,400 $439,396,800 $744,836,600 $1,184,233,400 +9
McDonald's 184,882,200 117,895,600 302,777,800 193,001,600 128,153,900 321,155,500 +6
Burger King 71,096,200 83,873,300 154,969,500 70,378,400 94,819,800 165,198,200 +7
Kentucky Fried Chicken 44,564,500 30,701,600 75,266,100 47,904,500 31,948,400 79,852,900 +6
Wendy's 44,274,200 39,445,800 83,720,000 41,667,600 37,912,700 79,580,300 -5
Pizza Hut 18,432,700 44,889,200 63,321,900 21,281,900 49,983,400 71,265,300 +13
Taco Bell - 38,654,800 38,654,800 1,970,100 48,267,300 50,237,400 +30
Red Lobster Inns 12,882,500 14,831,800 27,714,300 27,096,400 9,386,300 36,482,700 +32
Domino’s Pizza 9,297,900 8,077,100 17,375,000 19,495,800 14,274,300 33,770,100 +94
Hardee's 8,925,300 23,287,900 32,213,200 = 29,445,700 29,445,700 -9
Long John Silver's - 26,304,200 26,304,200 2,491,500 26,577,300 29,068,800 +11
Denny’s 10,508,200 12,466,300 22,974,500 9,782,600 8,380,200 18,162,800 —21
Dairy Queen S 11,878,000 11,878,000 - 15,999,600 15,999,600 +35
Sizzler — 14,130,300 14,130,300 = 15,972,000 15,972,000 +13
Jack-in-the-Box - 12,556,300 12,556,300 - 15,963,100 15,963,100 +27
Arby’s Drive-In 5,803,400 10,083,300 15,886,700 4,263,500 9,613,100 13,876,600 -13

Source: Television Bureau of Advertising from Broadcast Aovertisers Reports data.
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Some perspectives on TV commercial zapping

By MICHAEL DREXLER

Executive Vice President/national media
director, Bozell, Jacobs, Kenyon

& Eckhardt

Zapping is the most recent phenom-

enon in a parade of time-honored
methods people have used over the
years to skip TV commercials. [t is not
the first such method nor will it be the
last, by a long shot.

Let’s face it, people watch TV for the
programs. They don’t sit enraptured in
the prospect of waiting for the adver-
tisers’ messages. Ever since television
began, people have devised ways to
serve other interests during commer-
cial breaks. Often they will time vari-
ous functions for commercial breaks:
going to the bathroom (a quantitative
study done in the 1950’s showed that
water pressure in homes dropped mo-
ments after commercials came on), get-
ting a beer or a cup of coffee, checking
on the baby, taking the roast out of the
oven, what have you. Or, if boredom or
curiosity sets in, they can merely
change channels.

But somehow commercial messages
get through anyway. People, after all,
don’t spend all their time avoiding
commercials. Some may make it a hob-
by, but few make it a career. Popular
attitudes toward commercials are rath-
er sophisticated too. People know it is
the commercials that bring them the
shows. So, while they have no particu-
lar desire for watching commercials as
a whole, they have no burning animos-
ity for them either. Apathy was, and is,
the chief impediment to any adver-
tiser's message.

It's important to keep this in mind
when trying to come to terms with zap-
ping. Zapping cannot now he overesti-
mated or underestimated, if only be-
cause it has not been thoroughly esti-
mated. [ don’t pretend to have any firm
answers. A few ideas, maybe. The right
questions, probably. But the answers
will come from research, creative, and
media working together, innovatively
and creatively.

How it came about

Zapping is a hardware-driven phe-
nomenon. Specifically, the prolifera-
tion of two pieces of equipment
brought about zapping as we know it
today—the remote control device and
the VCR. Zapping then takes two forms:
(1) Channel-hopping, often with a re-
mote unit. (2) zipping past commer-
cials by using the fast-forward function
of a VCR.

There is nothing particularly new
about channel-hopping. Indeed, a Uni-
versity of Michigan study shows that

—

39 per cent of channel-hoppers have
remote control devices. But as remotes

grow in use along with cable with its |

multiple channels, we can also expect
channel-hopping to increase. Qther
studies show that channel-hopping is
at its highest (as one would expect) at
the beginning and end of programs and
that it is at its highest in homes with
both pay cable and remote units.
Zipping, though, is as new as the VCR
with fast-forward function. By the end

of 1986, VCR home penetration is pro-
jected at 33 per cent of U.S. house-
holds. And by 1990, VCRs are expected
to be in 55 per cent of all TV homes.

So neither channel-hopping nor zip-
ping are likely to go away.

Facts about zapping

We know that right now total aver_—
age audience loss from both channel-
hopping and zipping is about 2.9 per
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cent. We know that zapping hardware
is increasing in use. We know that the
children of zappers are more likely to
grow up to zap than are the children of
non-zappers.

About channel-hopping, we know
that average audience loss is 2.3 per
cent in primetime, is 1.8 per cent in
both daytime and late night, goes up to
3.3 per cent in Saturday daytime kids’
programming, and peaks at 3.6 per cent
in weekend sports.

About VCR zipping we have learned a
great deal—but there is a critical, gap-
ing hole in that knowledge at present.
First, we know that two-thirds of all
VCR recording is from the three major
networks. Of this programming, some-
what surprisingly, most recording is
done from regular series. Daytime soap
operas are most often taped (27 per
cent). Movies are second at 17 per cent,
followed by dramas at 15 per cent. And
we know that 36 per cent of this taped
programming had some commercials
deleted either in recording or playback.

Before we hoist alarm flags over this
data, let’s look at the fact that only an
average 2.85 hours a week are taped, 72
per cent of them being without viewers
present. This is only 5.7 per cent of the
current average of 50 weekly hours of
viewing per household. But of this 5.7
per cent, a surprising 31 per cent of
recordings are never played back.

U S

Michael Drexler

We also know quite a bit about
viewers’ recording habits. Most record-
ing takes place during the months of
January through April, while the least
occurs during June and July. More re-
cording takes place on Sunday than on
any other day of the week.

About playback, we know that 80 per
cent of it is done from programming
recorded off the air, while 19 per cent is
from pre-recorded material, and only 1
per cent from home video cameras. An

Leading optical service television advertisers in 1986

average of 3.95 recorded hours from all
sources are played back each week,
amounting to 7.9 per cent of household
TV usage. Favorite playback months
are January and February (post-holi-
days and long-nights), with the least
favorite being August. Saturday is the
favorite playback day.

What we don’t know

We don't know who spends most
time zapping. We don’t know precisely
why or under what circumstances. Nor
do we know how much the novelty fac-
tor affects zapping. And, most impor-
tant, we don't have audience/program
measurements of zapping in playback.

Nielsen meters can measure record-
ing but not, at this time, playback. And
what happens in playback is critical to
audience measurement.

It could be argued that because 28
per cent of all recording is viewed si-
multaneously on the air, a further pass-
along audience on playback would ac-
tually increase the number of commer-
cial exposures. But at best this
argument mitigates against alarm over
zapping. It is not an argument | or any
thoughtful media person would pro-
pose to a client without substantiation
that does not now exist—especially
since playback at a later time can ex-
pose a client’s message to a different

1985

1986

Spot Tv

Network TV

Total Tv Spot Tv

Network Tv

Total v % change

Pearle Vision Center $5,132,200
(Multi-market)

Lens Crafters 4,227,800
(Multi-market)

Eyeworks Optical 710,900
(Multi-market)

Texas State Optical 2,602,600
(Multi-market)

Eyelab Eye Care 659,400
(Multi-market)

Eye-+Tech Optical 415,500
(Multi-market)

Eye Masters 826,900
(Houston,
New Orleans)

20/20 Eye Care 447,500
(Muiti-market)

Western Optical 653,800
(Seattle, Spokane)

Optical World 604,500

(Multi-market)

— 4,227,800 13,660,700
— 710,900 2,248,100
— 2,602,600 1,999,300
— 659,400 1,787,730
— 415,500 1,761,100
— 826,900 1,239,100
— 447,500 1,052,900
— 653,800 905,900
— 604,500 675,000

$9,732,600 $14,864,800 $ 8,550,400 $7,392,500 $15,942,900 +7

— 13,660,700 +223
— 2,248,100 +216
— 1,999,300 -—23
— 1,787,300 +171
— 1,761,100 +324
— 1,239,100 +50
— 1,052,900 +135
- 905,900 +39
— 675,000 +12

Source: Television Bureau of Advertising from analysis of Broadcast Advertisers Reports data.
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THE WORLD OF TELEVISION
FORTHE TELEVISION OF THEWORLD

Your international spring-time rendez-vous

is at MIP-TV.
It’s happening at MIP becauseat It’s happening at MIP because MIP-TV is
MIP- TV you’ll meet everyone and see at the heart of the programmes which
every thing in the World of Television. make Television.
In 1986 there were 5621 participants, MIP-TV is the world’s largest market for
representing 1449 companies from 107 buying, selling and coproducing. It’s the
countries. In1987 MIP-TV will once again place to learn about the evolutign of
be the international meeting place for market demands and to discover new
television stations, production and dis- trends and new projects.
tribution companies and programme Be part of the vitality energy and growth
buyers. of today’s television: Be at MIP-TV’87.

Present \
your programmes and mee
the professmnals
from all over the world.

MIP-TV 7/

23RD INTERNATIONAL TELEVISION
PROGRAMME MARKET

21ST-26TH APRIL 1987 - PALAIS DES FESTIVALS - CANNES/FRANCE

Addre



www.americanradiohistory.com

target audience in its daypart or, at a
later date, render some commercials
ohsolete.

To the contrary, while we need not
be unduly alarmed over zapping right
now, complacency about it would be
downright stupid. Not only is the hard-
ware that abets it proliferating, but so
is the 15-second commercial that
threatens to increase the TV clutter, es-
pecially now that all three networks
have acquiesced to it.

No, zapping will continue, getting
worse before it gets better.

What we can do

Right now all we're doing is hearing a
lot about it. Because zapping only ac-
counts for two-tenths of a primetime
rating point, it has not yet reached cri-
sis proportions.

But if 1 were a client, especially one
to whom fragments of a percentage
point of market share can mean mil-
lions ot dollars of business, you would
find my uneasiness quite understand-
able.

Since we serve our client’s business,
it is our immediate business to start
grappling with zapping. Research, cre-
ative, and media functions must work
together to do the job.

We will need research to tell us alot
more about VCR-zipping in playback.
Who does it? When? Why? Is it build-
ers of private videotape libraries who
zip? In playback primarily? Do catch-
up viewers tend not to bother? We
need to know.

A casual reader of advertising trade
publications does not need to be told
that creative is already under the gun
ahout zapping. Sure, commercials
should be made more arresting and in-
volving so viewers aren’t tempted to
zap. And there’s not a creative person
in the country who wouldn’t volunteer
this idea. But creative’s job is going to
be made no easier by the ascent of the
15-second commercial. And with agen-
cy mega-mergers and creative mega-
purges the order of the day, creatives
aren’t always dealing from strength.

Still, creatives are creative, and you
can bet that a good many right now are
giving thought to the problem. Perhaps
creative will find ways to make com-
mercials more relevant to the shows in
which they run (production constraints
notwithstanding). The contemporary,
quick-cut, visually-involving, highly
syncopated rhythms of MTV and M;-
ami Vice have already inspired like cre-
ative products.

Perhaps the teaser technique so ef-
fective in direct mail can be translated
to TV commercials. For example, a 10-
second sports quiz coming on just be-
fore the commercial break to be an-
swered after the client’s commercial

could entice sports viewers to stay
tuned, creating a wrap-around effect to
>nsure audience. The creative super-
stars of tomorrow could very well be
the ones who outwit zapping today.

But media must also be more cre-
ative. To combat channel-hopping, me-
dia can secure commercial placement
within programming, rather than at
the beginning or end. Calculated audi-

nce loss due to hoth forms of zapping
ould, in the tuture, be a factor in price
negotiation.

Perhaps the networks can be per-
suaded to standardize all their com-
mercial break positions so channel-
hoppers will only find themselves hop-
ping to other commercials. (Networks
could argue that this may cause them
to lose audience to cable channels. But
let’s not forget that it is the program
that captures audience, not the com-
mercial or lack of them within it.)

Ratings treatment

Media should insist that VCR tapings
be separated in overall ratings reported
because they contribute to an inflated
base for commercial time, and because
of distortions of timeliness and target
audience. Perhaps pods of commercials
including different products from the
same advertiser can be created of irreg-
ular lengths that add up to a regular
length. For example, an entire 120 sec-
onds of commercial time could be
bought by an advertiser of a number of
products.

Time within that 120-second pod
would be allocated to a maximum of
five commercials, according to the pre-
cise time needed to get across each pro-
duct’s message. In one case that might
be 11.5 seconds, in another 51 seconds,
in another 19 seconds, and so on. Crea-
tives and their audiences could be
spared time-constraint formats, while
advertisers could control the commer-
cial environment and maximize their
money’s worth.

There are no magic bullets at this
time. Our work is still ahead of us. Zap-
ping is only one of today’s challenges—
one of the sea changes that make our
business constantly fluid. That there
will be more, unforseen, challenges to

- come is something you can take for

granted. In the meantime, in joining
forces to overcome zapping we can ex-
pect creative and media departments
to draw closer together. This is some-
thing 1 have hoped for and preached
since my earliest days in the business
when | realized that the only product
media had to sell was creative.

And if the long-term effect of zap-
ping is to make creative people more
media-conscious while it makes media
people more creative, the result may be
a blessing in disguise for advertisers. O

1
' | A GREAT RADIO

PROMOTION
SOURCEBOOK

The MUST book to help
you boost ratings and in-
crease sales and profits.

e A giant 400-page hand-
book
e Over 250,000 words

* Over 1,500 on air promo
themes

¢ Over 350 contests, stunts,
station and personality pro-
mos

$36.45 for thousands of
dollars of stimulating, rev-
enue-producing ideas.

TELEVISION/RADIO AGE BOOKS
1270 Avenue of the Americas
New York, New York 10020

Gentlemen:

Please send me HANDBOOK OF
RADIO PUBLICITY & PROMOTION
@ $36.45 each.

A check for . enclosed.

Name

Address

City

State__ : Zip
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In the Picture

Martin Umansky

"y Recipient of this year’s Dis-
¢ tinguished Service Award
from NAB misses the “ex-
citement” and “latitude”
that existed in early days of
television.

At age 70, retired Kansas
broadcaster plans plunge
into TV syndication market

On January 1, Martin Umansky officially stepped
down as chairman of KAKE-TV Wichita-Hutchinson.
| But the 70-year-old executive has no intention of re-
tiring. Instead, Umansky—winner of this year’s Dis-
tinguished Service Award from the National Associa-
tion of Broadcasters—is hard at work developing two
program properties he hopes to take into syndication.
Both are concepts successfully aired as local shows on
the Wichita station he managed for nearly 30 years.

One program—called Game-0O-Name—is a viewer
participation word game that has already had a thir-
teen-week-run in the Wichita market, giving
Umansky “13 weeks in the can.”

At-home viewers, Umansky explains, can try their
luck by picking up entry slips at a local supermarket.
In fact, he adds, the primary route to syndication for
the show will be selling it directly to supermarkets
for sponsorship, although it could be sold to a station,
which would, in turn, solicit the food stores. “I’ve al-
ways felt,” Umansky says, “that television doesn’t
have to be a passive medium. You can develop-parti-
cipative programming.”

The other programming project is called Opportu-
nity Knocks and is designed to help people with
ideas but no money get financing. Umansky says he is
actively in negotiations to set up a syndication/distri-
bution deal on both shows but has nothing to an-
nounce as yet.

His first-hand involvement in programming is, per-
haps, a result of his longing for the “excitement” and
“latitude” that existed in the early days of television
[He launched KAKE-TV in 1954 as general manager,
becoming president in 1974 and chairman in 1980 af-
ter Chronicle Broadcasting bought the station].

“The beginning of the industry was an exciting
time,” he recalls. “In those days, particularly being
an ABC affiliate, we had many hours to fill, so we had
an opportunity to do many things. Today those op-
portunities [for affiliates] are fairly limited. Today,
the independents have the opportunities.”

Local commitment

Umansky, a strong believer in commitment to the lo-
cal community, feels one of the tragedies of current
television is the “complete loss of [local] children’s
programming. We’ve kind of fallen into the hands of
the numbers people. It’s rather sad.”

Involvement in the community, Umansky says, is
especially important today because of the increased
competition. But he believes it’s always been impor-
tant “to be recognized as the station that deeply
cares.” That recognition, he says, can help a broad-
cast outlet become “the favorite station” in the mar-
ket, which means, “people tune to you first if there’s
a major accident or severe weather.” To skeptics, he
points out that, during the ’60s while ABC nationally
was a distant third, the network had nine of the top
10 primetime shows in Wichita—the perennial ex-
ception being NBC’s Bonanza.

The most memorable community involvement pro-
ject for Umansky was an investigative report on the
sanitation of restaurant kitchens in 1973. As the re-
sult of a KAKE-TV reporter accompanying a health
inspector on his rounds, the city and county institut-

 ed a grading system. That, says Umansky, was “a ma-

jor accomplishment.”

The wave of current merger activity, bringing with
it many non-broadcasters into the medium, could, in
Umansky’s opinion, imperil the traditional commit-
ment to public service. Community affairs, he points
out, is a “non-revenue-producing” area and could be
vulnerable when viewed by “outside people who look
at broadcasting as just another business.” Very often,
absentee ownership, he says, operates with “too
heavy a hand. It’s a danger to stations. It’s a matter
of deep concern.” Local ownership, he emphasizes,
has a “local commitment. When you live in the com-
munity, it’s part of the station.”

Improving education

Another exigency of Umansky’s is his desire to im-
prove the education of today’s young people. Along
those lines, as a past chairman of ABC’s affiliates
board, he was instrumental in convincing the net-
work to launch its Project Literacy U.S. (PLUS) cru-
sade in 1985. He is deeply disturbed about “kids who
get diplomas who can’t read.” And, not only does he
want to help today’s youths improve themselves, he
also wants to get to the bottom of “why did it happen

" [in the first place]?”

Umansky started his broadcast career in 1940 as a
news editor at KANS[radio] in Wichita. However, he
explains that, in addition to his news duties, he was
writing a lot of commercials copy, which helped pre-
pare him for a sales job later on. After four years in
the service during World War II, he became a free-
lance disc jockey at the station until moving over to

' KAKE[radio] in 1947 and eventually becoming sales
. manager. When the station received its TV construc-

tion permit in 1954 he became its general manager.
The DSA presentation was scheduled to be made at

' the NAB Convention’s opening session on Saturday

(March 28).

Television/Radio Age, March 30, 1987

149

www.americanradiohistorv.com



www.americanradiohistory.com

Markey (from page 46)

ready is banned on radio and televi-
sion, the broadcasting industry is wor-
ried about the effort. Summers calls it
“the most insidious issue we have ever
faced.”

In addition to Collins’ effort, which is
ancillary to the larger issue, there are
warnings of bills about to be intro-
duced in the tax-writing Ways and
Means Committee to disallow all or a
portion of deductions for the advertis-
ing of those products.

Summers says, “We really don’t have
the luxury of isolating one of them. It’s
like a brush fire. If one of them starts,
it’s going to spread to the others very
quickly. This is potentially one of the
most serious things that we’ve ever
faced because we don’t sell anything

but advertising. When you do away
with the tax deductibility, you're auto-
matically reducing the amount of ad-
vertising that’s going to be sold in the
future by who knows how much—50
per cent or more, | suspect.”

The fear, he says, is that even if such
a bill is limited to disallowing deduct-
ibility for cigarette advertising, that
will set a precedent for later efforts to
get at other goods, “whether they be
because of the nature of the product or
the need for greater Treasury revenues,
or balancing the budget,” Summers
adds. “The precedent is frightening.”

Like the tax issue, other issues on
which the industry will be taking the
defensive are located largely in panels
other than Telecommunications.

Swift chairs a special election panel
of the House Administration Commit-

The fear at NAB
1s that a bill

just limited to
disallowing
deductibility

for cigarette
advertising would
set a precedent
for other goods.

v the marketplace
| puicy i Progamming

Baker Scott

& Co.
B,  THE PROFESSIONAL
»

CABLE PLACEMENT
PEOPLE
Positions available with MSO's,
Networks, Regional & Independent
Operators, Coast to Coast.
All Levels of Management

FEE PAID

Cait or write in CONFIDENCE
DAVID ALLEN & JUDY BOUER
Principals
L]

WE KNOW CABLE
L]

1259 Route 46 Parsippany. NJ 07054
201/263-3355

10,000 Radio, TV Jobs

Published every year. Up to 300 weekly
n the American Radio Job Market Paper.
Radio & television openings for program
directors, DJs, engineers, newspeople,
alespeople, production and music direc-

tors. Many openings for beginning broad-
casters and minorities. Up 10 98 % of the
nationwide openings. Money back guar
antee! One week $6.00 special: six
weeks $15.95, You save $20.00. Ameri-
an Ridio Job Market, 1553 N, Eastern,
La« Vegas, Nevada, 89101,

NEED
PUBLICITY?

Station, Network, Cable &
Syndication Pro Offers
Free-Lance Services At Af-
fordable Fees. TV & Radio,
P.O. Box 787, Bridgehamp- |
ton, NY 11932.

ADD VERVE
ZEST, & REVENUES
to your
WEATHERCASTS

To personalize your weather
programming with a unique
service, please write to: Dr.
Stephen Rosen, Box WS,
TV/Radio Age, Suite 502,
1270 Ave. of Americas, New
York, NY 10020.

Help Wanted

GENERAL SALES MANAGER
LOCAL/REGIONAL SALES MANAGER
ACCOUNT EXECUTIVES
Expanding television group has need
for sales management and sales peo-
ple. If you are well motivated, seeking |
career growth, with a dynamic com-
pany, this could be your opportunity.
Excellent incentives, top benefits,
E.O.E. Write in full confidence to:
Director of Sales, Box 3334A, Televi-
sion/Radio Age, 1270 Ave. of Ameri-

cas, New York, NY 10020.

General Manager

GENERAL MANAGERS seeking
administrative, operations, sales or
talent personnel—whoever you're
looking for at your television or radio
station—you'll find that classified
advertising in TELEVISION/RADIO
AGE is the most cost-effective way
to reach the best qualified pros-
pects for your key positions.

Find out more about how TELEVI-
SION/RADIO AGE classifieds can
work for you. Call Marguerite Blaise
at 212/757-8400, or write to
TELEVISION/RADIO AGE, Ciassi-
fieds Dept., 1270 Ave. of the
Americas, New York, NY 10020.

CLASSIFIED ACTION

Get action quick in TELEVISION/RADIO AGE Marketplace/Classified. For details
call Marguerite Blaise at 212-757-8400, or send your ad copy to TV/RADIO AGE,
1270 Avenue of the Americas, New York, NY 10020.
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|

tee and already has stated his desire to
cut the lowest unit charge for political
advertising in half.

Others have tied that effort in with
an overall effort to do something about
the negative political advertising that
dominated last year’s congressional
campaigns.

Past experience

Faced with that prospect, the NAB
has taken a page from its defeat of the
beer-and-wine issue that dominated
the beginning of the last Congress. In
that effort, the NAB had the industry
out front with PSAs and other work
dedicated to convincing people not to
drink and drive. The campaign cooled
efforts to deal legislatively with beer-
and-wine advertising.

This year, the broadcasters have sug-

Broadcasters feel
requiring
candidates who
support
mudslinging

to appear on
camera will deter
negative ads and
obuviate need for
other legislation.

gested to Congress that the best way to
deal with negative campaign advertis- |
ing is to require the candidates who are
supporting the mudslinging to appear
on-camera or on the air in a substantial
portion of the commercial, enough so
that they will be tied to the message.
That, broadcasters feel, will deter neg-
ative ads and obviate the need for other
legislation they feel would be more
onerous.

Beyond those issues, this congressio-
nal term has been very slow in getting
started, especially on broadcasting is-
sues.

Markey has yet to put himself out
front on a particular issue other than
calling for a restoration of the regula-
tory responsibilities of the FCC, but he
is likely to want to put his own impri-
matur on the subcommittee he hopes to
be heading for several vears. o

the marketplace

Career Counseling ‘

NEW YORK BROADCAST
EXECUTIVES IN TRANSITION?

Make your next move profit-
able. Confidential career con-
sulting. Please write: Box
#CEL4, TV/Radio Age, 1270
Ave. of Americas, NYC 10020.

The Marketplace Rates

Situations Wanted: $30.00 per
column inch. All other classifica-
tions: $42.00 per column inch.
Frequency rates apply. Minimum
space one inch. Maximum space
four inches. Add $1.50 handling
charge for box numbers. Copy must
be submitted in writing and is due
two weeks preceeding date of
issue. Payable in advance, check or
money order only.

All ads accepted at discretion of
publisher. Address:

The Marketplace
TELEVISION/RADIO AGE
1270 Ave. of the Americas
New York, N.Y. 10020

YOUR AD
BELONGS
HERE

CONFIDENTIAL REPLIES!

If you do not want your reply to go to
certain stations or companies. seal your
reply in an envelope addressed to the
box holder. Attach to it a list of those
companies you do not want to reach. Put
this envelope and list in an outer enve-
lope addressed to TV/RADIO AGE. If the
advertiser is on your list, we will discard

your reply

O Check

To Television/Radio Age

1270 Avenue of the Americas
New York, New York 10020

Please insert the following copy beginning (date)
Marketplace section atthe ____ X rate. Enclosed is

in The

0O Money Order

Name

O Additional copy enclosed.

Company

Address

Signature

NEED HELP?

f you are looking for executive personnel, TELEVISION/RADIO AGE is the cost-
effective way to reach the most and best qualified prospects. Like you, they are
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"~ John Summers
Fritts (from page 48)

small-town broadcasters around the
country.

“lI recognized after having served
four years on the board, and two of
those on the executive committee, that
NAB had the potential to be a really
significant player if we followed
through on a certain premise,” he ex-
plains. “The premise was that we have
a natural grass-roots organization
which had not been fully stimulated
and fully organized. In restructuring
NAB, we've done a number of things,
some [ can take credit for, some I can’t;

Summers has stepped
back into the chief
lobbyist role after
constant turnover.

and information center, and “800-
numbers all over the building so they
can call in an take advantage of those
services.”

Fritts adds, “We've seen our services
enhanced to the point that our mem-
bership is at an all-time high and con-
tinuing to grow as a result of the recog-
nition that, in fact, small broadcasters
demand services as part of their dues.
We found that we needed to be in-
volved in providing our services to at-
tract a large, sustaining, robust, active,
aggressive membership.”

State associations

That and beefed-up support by the
national NAB for the state broadcast
associations, is what Fritts sees as the
key to turning around NAB’s lobbying
effectiveness. “We've established an
extremely strong relationship with our
state broadcaster associations, and we
believe that good, strong state organi-
zations complement rather than com-
pete with the national organization.

Beefed up support for state broadcast
assoctations includes assigning a
liaison to coordinate activities with
them, prouviding speakers and
hosting legislative briefings.

some the board made suggestions on,
and some | made suggestions on.”

He mentions several changes, but
centers on getting the average broad
caster involved. “Our research indi-
cates that as we developed our plan and
updated it, that smaller stations across
the country are less inclined to be in-
terested in paying lor a federal lobby
than a larger station that can more cas-
ily recognize the henefit of a federal
lobby. Smaller stations want services,
and that's why they pay their dues.”

Sothe NAB now operates on two lev
¢ls, providing the federal lobbying el
fort, but keeping the amaller stations
happy by beefing up the services it pro-
vides, such as 4 stack of publications
free leganl advice, an expanded library

152

“We have set about to in any way
possible strengthen those state broad-
caster associations,” he continues.
“They’re a very integral part of our
overall plan, and we work closely with
them.”

The NAB has assigned a liaison to
coordinate activities with state associa-
tions, it provides speakers at no charge,
often will pay an honorarium to a mem-
ber of Congress to address a state
broadcasting organization, and it hosts
a legislative period for representatives
from those state organizations to come
o Washington to be briefed on the is-
sues and fete their member of Con
gress

iritts believes Sen. Robert Pack
wood (R-Ore.) was referring to *“the lo-

www americanradiohistorv com

cal broadcasters at home [who] haven’t
done a good job of working with their
congressional members” when he told
the NAB conventioneers a few years
ago that they couldn’t lobby their way
out of a paper bag. Fritts appears to
have gone a long way toward changing
that, at the same time making the na-
tional organization more effective.
Fritts also notes that the broadcast-
ing community, since the beginning of
his nearly five years as president, now
has a more unified voice. The National
Radio Broadcasters Association has
been merged into the NAB, and, Fritts
notes, the NAB was able to bring day-
time and clear-channel broadcasters
together to end 50 years of fighting.

Targeting technology

With those changes in motion, Fritts
is setting his sights on technology.
“That was an area we found very defi-
cient at NAB five years ago. Our sci-
ence and technology department under
Tom Keller has really done a fantastic
job. I think we are leaders in the area of
technology, where once we were, and
then we lost it. Now we think we have it
back, and we intend to stay on top of
that.”

Fritts mentions that the NAB has
been heavily involved in the revitaliza-
tion of AM radio, standard-setting for
AM and stereo, antenna research, FM
stereo, and high-definition televsion.
“We have established a new corpora-
tion called NAB Technologies, Inc.,
and we intend to be looking into areas
where we can play more of a leadership
role in the area of technologies.”

He would even like to see the NAB
create its own technology laboratory to
move into the vacuum left when RCA
and CBS pulled out of broadcast re-
search. “I would like to see NAB estab-
lish a science and technology laborato-
ry to play a major role in the continuing
development of technologies that
would be positive for the broadcas-
ters.”

He envisions the lab paying for itself
through the marketing of patents on
inventions and developments created
in the lab.

Outside of the NAB’s downtown
headquarters building, Fritts shows ev-
ery sign of being a Washingtonian for a
long time. He and his wite, Martha
Dale, and three children have bought a
home in suburban Arlington, Va., and
he has sold the four AM and tour ¥M
stations that Fritts Broadcasting, be-
gun by his father, owned and operated.
Fidie and Martha Dale are heavily in-
volved in community activities, and
Fritts finds himselt an established fig-
ure in Washington, serving on several
federal citizen’s and advisory panels. O

Television/Radio Age, March 30, 1987
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' Inside the FCC

Rep. John D. Dingell (D.-Mich.)

Member of House Communi-
cations Subcommittee in re-
cent speech before American
Advertising Federation in
Washington.

Fairness doctrine ensures
that viewers receive all sides
of controversial issues

The Fairness doctrine requires broadcasters to pro-
vide balanced coverage of controversial issues. It was
given definitive statement by the Federal Communi-
cations Commission in 1949, pursuant to the require-
ment in the Communications Act of 1934 that broad-
casters act in the public interest.

The 1959 Amendments to the Communications Act
gave statutory approval to this requirement—refer-
ring to the “obligation imposed upon broadcasters
under this Act to afford reasonable opportunity for
the discussion of conflicting views on issues of public
importance.”

In its 1969 Red Lion decision, the Supreme Court
held that as long as there were more people who
wanted to broadcast than there was spectrum avail-
able, the fairness doctrine was a constitutional means
{ of affirming the paramount right of viewers to receive
differing viewpoints on essential public issues.

In a 1985 report the current FCC revised history by
concluding that the fairness doctrine had a “chilling
effect” on the First Amendment rights of broadcast-
ers. The commission was poised to eliminate the doc-
trine but was constrained by congressional opposition
and the apparent codification of the doctrine in the
1959 Amendments.

The FCC took a different tack by seeking to under-
mine the doctrine in court.

In its September, 1986, TRAC decision, the D.C.
Court of Appeals concluded that the doctrine was not
| a binding statutory obligation. The FCC has viewed
this decision as license to repeal the doctrine admin-
istratively, and in several recent actions, the commis-
sion has demonstrated its intention to do just that.

The argument that the doctrine chills the First
Amendment rights of broadcasters is not persuasive.
Broadcasting differs fundamentally from other me-
dia such as newspapers. The limited electromagnetic

spectrum creates a technical scarcity that requires
government licensing.

Scarcity still exists

Some argue that scarcity no longer exists in broad-
casting. They say that the number of broadcast sta-
tions has increased, that the number of newspapers
has declined, and that alternative video distribution
outlets have begun to grow.

All true. But none of these developments heralds
the end of broadcast scarcity. One need only look at
the escalating price of broadcast properties and the
number of comparative renewal cases pending at the
FCC to know that scarcity still exists in broadcasting.
There continue to be more people who want to
broadcast than there is available spectrum.

Broadcasters suggest that the fairness doctrine has
actually made them avoid controversial topics. If
only there were no obligation to be balanced, they
say, we would be more daring.

To anyone who believes that I have great looking
bridge to sell. In fact, the fairness doctrine merely
gives legal recognition to the ethical obligations of
journalists to be balanced. Its whole purpose is to
frustrate any intent to provide exclusively one side of
controversial issues.

The fairness doctrine does not quell controversial
speech—but it has been used as an excuse for broad-
casters to shy away from hot topics. Broadcasters
may indeed be allergic to controversy—but if so, this
is because they think controversy offends advertisers,
not because of the fairness doctrine.

The economics of the broadcast industry suggest
that repeal of the fairness doctrine could diminish
competition in the electronic marketplace of ideas.
Without the fairness doctrine discussion of public af-
fairs could be reduced to a bland, uniform pablum as
broadcasters react to economic pressures from com-
mercial advertisers—whether real or perceived.

Viewers benefit from the fairness doctrine because
it enables them to receive opposing sides of contro-
versial issues. The public benefit would be even
greater if the fairness doctrine were more vigorously
enforced.

Because of the continued assault on the fairness
doctrine by the commission and its ideological soul-
mates, I will be working with numerous members’of
the House and Senate to see that this vital democrat-
ic protection is enshrined in statute during the 100th
Congress. Legislation to codify the fairness doctrine
has already been introduced in the Senate and will
soon be introduced in the House.

The legislative machinery is already in motion.
The Senate Commerce Committee has scheduled a
hearing on the legislation for March 18th, and the
House Telecommunications Subcommittee will hold
a hearing in early April. Mark-ups will soon follow.

I am aware that your association opposes the Fair-
ness Doctrine. On this issue, we simply disagree.

Where you see unnecessary government intrusion
into your business, I see essential use of state power
to protect a fundamental democratic right.

Television/Radio Age, March 30, 1987

153

www.americanradiohistorv.com


www.americanradiohistory.com

Inside the FCC (continued)

James H. Quello

FCC commissioner, in recent
speech before the American
Advertising Federation in
Washington

Authorization of additional
channels has had great
impact on advertising

I think the greatest impact the FCC has had on ad-
vertising in the 13 years I have served on the commis-
sion has been our efforts to authorize additional dis-
tribution channels for advertising messages. Such ad-
ditional channels include the growth of UHF-TvV,
cable TV with their advertiser-supported cable chan-
nels, low power television, teletext, MDS and direct
broadcast satellite services, not to mention the
growth of radio with additional allocation of over
1,000 stations. The increasing new distribution chan-
nels provide greater opportunities to target specific
audiences at a hopefully-competitive cost-per-1,000
price.

Perhaps the second most significant action by the
commission in my list of “significant actions” is the
elimination of commercial time guidelines. I am con-
vinced that, over time, advertisers and broadcasters
will experiment with new and innovative advertising
formats. I believe there is no limit to creativity in'the
advertising industry. Perhaps by eliminating some of
the regulations imposed on broadcasters, and indi-
rectly on advertisers, greater efficiencies can be intro-
duced in the development of advertising messages for
a wider variety of distribution channels. One example
is new programming sponsored by real estate firms
showing homes for sale. It was previously prohibited
as a program length commercial.

With the deregulation efforts at the FCC come in-
creased responsibilities for broadcasters, and, I might
add, advertisers. As the marketplace orientation to
public policy progresses, broadcasters and other li-
censees will be affected more directly by consumer
expectations and demands. If there is shelving or ne-
glecting of the increased responsibilities brought on
by deregulation, then there is the likelihood that the
public will play a more active role in petitioning the
FCC, and in the case of unfair and deceptive adver-
tising, the Federal Trade Commission.

It is important to realize that my colleagues and I at
the FCC have maintained that we have the right to

establish guidelines governing advertising. However,
we chose an alternative approach of marketplace-
based policy.

So while the present commission is not inclined to
regulate such things as ‘“good taste,” it seems clear
that future commissions will have such options
should they desire to exercise them. Conceivably, the
commission could make an extreme public interest
finding that advertising should be limited or prohib-
ited from interrupting programming continuity—or
éven that advertising should be permitted at only
certain times of the day.

The FCC prefers not to regulate the content of
broadcast programs or advertising. Actually, the
First Amendment and section 326 of the Communi-
cation Act expressly prohibit us from program con-
tent censorship—this includes advertising content, at
least to some extent.

In my opinion, the best means of assuring a mar-
ketplace approach to policy formulation is to assume
the responsibilities and social consciousness such an
approach affords the telecommunications industry
and those industries, such as advertising, who play a
key role in the financial support of licensees.

In no case do we pass advance judgment on any ad-
vertiser or advertisement. But neither do we allow
the licensee to claim that “truth in advertising” is
solely the advertiser’s problem. To do that would be
to violate a first principle of broadcast regulation:
The licensee is ultimately responsible for what he al-
lows to be broadcast.

Antiquated rules

The Federal Trade Commission has a mandate to
protect the public against unfair and deceptive ad-

- vertising, while the FCC must broadly protect the

public interest, convenience and necessity in the
granting of broadcast licenses. Over the years, regula-
tion at both commissions have been formulated to
implement various interpretations of our mandates. I
can’t speak for the FTC. However, at the FCC I do
know that in some instances rules formulated years
ago to protect the public interest have become anti-
quated and in some cases have actually stymied the
public’s interest. A review of our rules has led us to
eliminate many that imposed unnecessary burdens
on licensees. We also enacted rules that authorized
new services to meet the public’s needs. The commis-
sion’s deregulation of TV illustrates the now well-es-
tablished FCC attitude. The FCC not only relied on a
marketplace policy approach on eliminating commer-
cial guidelines, but also voiced First Amendment con-
cerns regarding commercial speech. The Supreme
Court has increasingly recognized the First Amend-
ment implications in regulating commercial speech.
Remember, there are influential groups in Wash-
ington that simply believe advertising, and particu-
larly Tv-radio advertising, is socially and economical-
ly harmful. Opponents of advertising claim commer-
cial broadcasting is not an informative, entertaining,
free service to the public, but is rather an over-com-
mercialized, profit dominated advertising business.
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